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revenues have jumped from 6 to 87 


Rough Proofs 


’—Head- 


And this is exactly the right time 
of year for it, thank goodness. 


Since the government tax on wine | 
reduced from 22 to 8.5 cents, | 


New Year Babes 
Garner $15,000 
from Esso Till 


Sponsored Television 
Gets Under Way for! 


J 


WINS AWARD 


Sliding Scale 
Broadcasters by Ascap 


Offered 


Nielsen Gets 
No. 1 Award of 
Chicago Club 


Vigorously 


NAB Head Says Broad- 
casters Will Resist Plan 


New York, March 21. With 
opening operations of Broadcast 
Music, Inc., only ten days off, the 


American Society of 


Composers, 


Authors and Publishers today pre- 


| sented to the broadcasting indus- 

Fourteen Others Are try a new proposal to replace the 
Rewarded for Skill in agreement that terminates Dec. 31. 
d ee The plan was broached to a group 

A vertising of broadcasting executives compris- 
ing heads of the major networks 

Chicago, March 21.—Before an) and several independent station ex- 
iudience which taxed the facilities | ecutives. At the same time the ful) 


Arthur C. Nielsen of the Sherman Hotel, the Chicago | text of the ASCAP proposal was 
Federated Advertising Club today | transmitted by mail to every broad- 

named Arthur C, Nielsen, president | casting station in the country. 
Commercial Basis the market research organization | In submitting the new basis fo) 
f that name, as the man who has, cooperation ASCAP remarked that 
f F M R di done most to bring recognition to it seeks to alleviate conditions 
| or . aa1o ( ey igo as an advertising center Which were said to work hardships 
A k d b Sh d | R. Richer, vice-president of Hart, on smaller stations, at the same time 
Ske Y epar ctu iffner & Marx, chairman of the | taking into consideration the devel- 
Washington, D. C., March 21. awards committee, presented Mr. Opment of other conditions “which 
Frequency modulation is entitled to| Nielsen with a polished wood trophy | Were not and could not be forseen 
immediate commercial — licensing,| designed and carved by Lee Wolf, at the time the present contract 
John Shepard III, president of Yan-| Chicago artist. Representatives of was adopted in 1932.” The existing 
kee Network and head of F-M)| 14 other companies received scrolls agreement calls for a blanket five 
Broadcasting, Inc., made up of 55/|to attest their leadership in various per cent of the gross income of al 
radio stations, told the Federa!| forms of advertising in this area in| stations derived from commercial] 

Communications Commission yes-|!9°9. J, Kenneth Laird, of Young time. 
terday in the third day of hearings! *& Rubicam, made the presentation Four Groups Set Up 
on the new radio system. Only in| address. 
this way can F-M prove superiority In setting up the awards plan, the Highlights of the new proposal 
over the present system, he said. committee provided for ten prizes @'e aS follows: 

Indicating the keen interest of set| Confronted with exceptionally high I, Four separate groups are set 
manufacturers in the potentialitie juality and 200 entries, the judges UP in the broadcasting industry 


| 
million dollars. Now there’s a} Gasoline 

~a swell idea for the income tax col- | 
by lector. New York, March 21.—Esso Mar- 
Ing ee ¥ keters’ cash sendoff to babies born 
and on New Year’s Day will cost the ad- 
our Tattoo offers a new lipstick guar | vertiser about $15,000, it was learned 
ac: anteed to “give mouth that here today. The deadline for the 
will look.” And if you think women | reporting of Jan. 1 births in the 18 
ind don’t want their mouths to look | Eastern states served by Esso is 
nee exy, just listen to that cash reg-| April 1. As of today, the cost has 
EE, ister. reached $14,865 with a few last min- 
wes vveyY ute entries expected to increase the 
nd. total slightly. 

Mayor Sewell is Miami's best In connection with the “birth” of 
>in booster but never fishes, swims or|two new gasolines, Esso promised 
se sun bathes on its golden to reward New Year's Day babies at 
He, Maybe he’s like the doctor who lives | the rate of $5 per single, $200 for 
sy to a ripe old age because he’s too/each set of twins and $750 for trip-| 
sky: busy to take his own medicine. ‘lets. (ApverTIsInG Ace, Dec. 18, 
ent 1939.) To date, 1,423 singles, 35 
the vvy sets of twins and one set of triplets 

in have been reported. No cases of 
dis. Or perhaps Mayor Sewell of |quadruplets or quintuplets, to be 
om Miami is so intrigued by the adver- paid for at the per baby rate of 
tising of the All-Year Club that he’s $1,000 and $5,000 respectively, have 
saving up for a vacation in Southern | come to light. . 
ting California. Esso made a final mailing of 39,- 
ford vvwegy 000 physicians throughout its terri- 
rine | tory this week, listing the reported 
=r “There is no known dentifrice | births on Jan. 1 and asking that any | 
ties that can be depended upon to pre-|omissions be entered before the 
i vent tooth decay,” the National Bet- | April 1 deadline 
sing ter Business Bureau comments The offer was advertised through 
the adly. But dentifrice advertisers |radio, newspapers and direct mail 
found they could merchandise|to doctors, bankers and hospitals. 
sing bright smiles and romance as|Marschalk & Pratt conceived the 
INE uccessfully, stunt and was in charge of its pro- 
‘ ,vg¢ motion via radio and mail. Mce- 
so & ‘ ee 
ie Cann-Erickson handled newspaper 
"ble Wrigley made over a million dol- copy. 
able lars more net profit in 1939 than ‘ 
able 1938, which fh a provide small Television Makes Bow 
ean measure of consolation for at least Esso also inaugurated something 
ne admirer of the Chicago Cubs. new in the way of commercials here 
last night when its television news- 
. is v,vwey cast made its debut over Station | 
US. .* W2XBS of the National Broadcast- 
, They say the Yankees are for sale | ing Company. One of the ingredi- 
IAL ‘o perhaps the Bronx Bombers will | ents of Esso gas was actually dis- 
ling end up advertising chewing gum | played to the audience, along with a 
ems. instead of beer. copy of the patent to prove that the 
oted product differs from others on the 
liar vr, /market. Witnesses sitting before 
vide a ; Laas their television receivers were able 
. ts ‘oe nae oe to see the liquid as the announcer 
Music Inc. should ain to inspire displayed a bottle, and to hear the 
prricaty »§ ‘ 7 rustle of the paper on which the 
| it even the most non-commercial of patent was inscribed. 
ropy ~inposers The Esso telecast demonstrated 
‘ON a ae that large studio staffs will be nec- 
here ayes essary to produce commercial tele- 
‘rthur Price of Sears, Roebuck | vision shows. Counting only those 
courageously to the defense |NBC employes actually at work in 
* the Federal Trade Commission, |'the studio in which the program 
‘hus providing a new twist for the ‘evlatinated. a staff of 20 was re- 
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nan-bites-dog story. 


quired 


= F 
Price says advertising has too | 
Donald Ducks, who a | 
I noise but don’t say anything 5 
vhat did Donald ever to | 
erve a slam like that? in ize 
my pnzes 
» © = for the best programs for 
none Improving Relationshi 
Cobb, the pride of Paducah, | P g Ps 
ibed as “America’ st Between Advertisers 
humorist.” He may even | 
America’s greatest living | and Consumers 
adve rtising te stimoni 
Submit your entry to 
"3 Contest Secretary. 
nated as the ation ost | Advertising Age. 
. u ide e: Clabbe 1] 100 E. Ohio St., Chicago 
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of the new field, F. W. Wozencraft,| conferred five additional special consisting of stations whose annual 
of Radio Corporation of America, | awards gross business is $50,000 or less; in- 
cross-examined Mr. Shepard. The Mr. Nielsen is no stranger to fame termediate stations; large stations; 
latter said in answer to inquire jin his chosen field, having been one chains. , , 

that the change to the new F-M| awarded a silver medal in 1936 2. The first group of stations wil) 
receivers would be gradual and less| for “distinguished contribution to | P@yY @ license fee of three per cent 
revolutionary than pictured in some | advertising research.” Though he the second, four per cent; and th 
quarters. has pioneered in many market re- | !#"sest, five per cent. Networks 


Major 


ventor 
witness 


expressed 
tr 


some 


of experts present, 
; exponents are 


frequen 


one band now 


be 


made 


Edwin } 
of F-M, 
in 


epidation 


cies. 


was 


opinion, 


1. Armstrong, 


the 


principal 


in- 


search techniques, 
tion is based principally on his 


his current selec- 
new | and pay seven 


of the 


will clear all programs at the source 
and a half per cent 


earlier hearings. His| system of checking the effectivene b amount received from adver- 
which caused|of radio advertising through the weate 
among the throng} Audimeter. This instrument record 3. In all cases deductions will be 
is that television|on a tape the amount of listening permitted for iS per om agency 
on the wrong track | done by the owner and to what sta- | discount, if actually paid , ae 
and should experiment with higher| tions. It is one of the few method | from political and religious broad- 
He urged that at least} which correlates listening habits | ©@Sts: certain artists’ costs in con- 
assigned to television| with actual buying through the | nection with news programs and 
for frequency | institution of pantry and bathroom | ®thletic broadcasts; amounts re- 


modulation. 


available 


inventories. 


ceived from network for 


Mr. Nielsen is the orig 


re-broad- 


Major Armstrong went into con-| inator of the Nielsen Index Service | cas ting programs that have been 
, : | cleared at the source. 
siderable detail about receipts from! embracing measurement of the rate The tai 2 dine th th 
his various radio patents Virtu- | of movement of branded drug, foo | T “s aining hay: ys ree 
er cent gr j > $12 : ar: 
ally all of the money he has made) and liquor products off of deale: } ‘ts a ca et t 1: ages Bene 
has been ploughed back into « xperi- shelves into the hands of the publ 2 : mg - ee a 
mental work. he d (Continued on Page 28 mately 25 per cent less than curren: 
“9 ; a charge in the five per cent class 
approximately the same as. at 
Last Minute News Flashes 
Television Excluded 
Rolls Razor Switches to Rotogravure | Television is specifically excluded 
New York, March 22.—A major change in the merchandising plan from the provisions of the plan and 
for Rolls razors was disclosed here today when the company indicated no definite period during which the 
th ‘ c ‘ " , Ww ‘ : ) ro . . . 
that almost the Sunday 1 1940 adve SS aie ee _ b “s " for oo terms shall be in force is provided. 
gravure copy in Sunday ne pupers o euding citie a pu ge Will “This will depe > > iti 
also be used in Life the first time since the introduction of the . wy ne on te arypahtr 
terms of the final agreement and 
product 13 years ago that the bulk of the appropriation has not gone into : J ; 
waavines, Borland tnt ti : the one the wishes of the broadcasters in 
mi a71 *S orian ‘ iWonaAal |} * ALeNCY ” 
the matter,” the proposal says. 
i - - ee ASCAP also agrees to place not 
Vigorous Promotion Planned for “USS” Mark more than 1,000 compositions on 
New York, March 22.—The “USS” label marking the multitude 
of products turned out by subsidiaries of United States Stee] ca vial 
tion will be promoted in consumer media more vigorously this year tha DIRECTORY OF FEATURES 
ever before, with copy to appear in list including American Resa 
Ladies’ Home Journal, The Saturday Evening Post and Time. Batten "| Ad- libbing 12 
Barton, Durstine & Osborn, In: is the agency. Basic Business Index 26 
Editorials 12 
° : | 
College Inn Account to Weiss and Geller Seting Tenene a 
Chicago, March 22.—Dwight H. Mahan, executive vice-president of Information for Advertisers ‘2 
College Inn Food Products Company, today announced appointment of | Obituaries 25 
We and Geller, Chicags the company’ gene part of a proce Photographic Review 29 
of replanning the entire organization and f 1 ture f the con Rough Proofs 
mi M. L. Mar account executi' 
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the restricted list at one time, and 
also makes this reservation: 

“If anti-ASCAP laws are passed 
in any state which in the opinion of 
the Society, impede or restrict the 
full performance of the license 


agreement, the Society may termi- 


nate the agreement as to the sta- 
tions in such state.” 

The first reaction to the new 
ASCAP proposal came from Neville 
Miller, NAB president, who de- 
nounced the offer as “perpetuating 
the major abuses about which 
broadcasters have always com- 
plained.” He declared the result of 
the proposal would be to double 
payments made to ASCAP by the 
broadcasting industry. 

Asserting that the current 
$5,000,000 paid to ASCAP annually 
by broadcasters is five times as 
great as that paid by any other in- 
dustry, and 900% over the sum 
paid in 1931, Mr. Miller predicted 
that broadcasters must resist the 
proposal as “a matter of life and 
death.” 


Linton Opens N. Y. Office 

Ray Linton, head of Ray Linton 
& Co., Chicago, radio shows, will 
open a New York office April 1 and 
will move to New York to take 
charge. Courtenay Savage, radio 
writer and producer, recently joined 
the company. 


Life Institute 
Puts O. K.on 
Educational Copy 


New York, March 20.—The Insti- 
tute of Life Insurance will inaugu- 


| rate an institutional campaign April | 


15 in newspapers in major cities 


| throughout the country, it was re-| 


|vealed here today following ap- 
| proval of the program by the board 
|of directors. 

An undetermined number of 
| papers will carry copy weekly until 
| the end of the year. It is expected 
| that about $300,000 will be spent 
on the drive. Insertions will take 
ithe form of a column signed by 
| Holgar J. Johnson, president of the 
Institute. 

Copy will answer questions often 
asked about life insurance, show 
people how to get full value out of 
'their insurance investment, explain 
' what the public should expect from 
competent agents, and convey in 
general the spirit of service offered 
by the business. 

Mr. Johnson pointed out that 
leaders in the field have long de- 
sired a concerted effort to educate 
the public on life insurance. The 
Institute, founded just over a year 
ago, was established in part to find 
a way of fulfilling this objective. 


Past advertising efforts by the In- 
stitute have been confined to a com- 
mercial film called “Yours Truly, 
Ed Graham,” and the Annual Mes- 
sage of Life Insurance. J. Walter 
Thompson Company is the agency. 


Defender Photo Supply 


Increases Advertising 
Increasing its advertising ap- 
propriation 20 per cent for the com- 
ing year, Defender Photo Supply 
Company, Rochester, N. Y., maker 
of photographic products, will ven- 
ture outside the photographic maga- 
zine field for the first time by buy- 
ing space in Popular Mechanics and 
Popular Science. The company will 
continue to use Camera, Camera 
Craft, Minicam, Popular Photog- 


raphy and other publications in the | 


field. 
Charles L. Rumrill & Co., Roches- 
ter, handles the account. 


Wulf Names Glicksman 


Wulf Bros., Troy, N. Y., has ap- 
pointed Glicksman Advertising 
Company, New York, to direct ad- 
vertising for Blue Ribbon clothes. 
Newspapers, direct mail and dealer 
aids will be used. 


Names Ruthrauff & Ryan 

Bear Creek Orchards, Medford, 
Ore., grower of pears, has appointed 
Ruthrauff & Ryan to handle its 
advertising. 


THE HOUSTON CHRONICLE 


© CITY CARRIER CIRCULATION 
CITY CIRCULATION si 


THE HOUSTON CHRONICLE 


First In Girculation and Advertising For Over a Quarter Century 


R. W. McCARTHY 
Metronol Advertising Manoger 


THE BRANHAM COMPANY 


National Representative 


FOR BUSY PEOPLE 


Swartzbaugh Mfg. Company, Toledo, will 
shortly introduce this new control clock 


via trade and consumer media. It turns 
on and off the electric current actuating 
any appliance connected to an ordinary 
wall outlet. Wifie can set up the roast, 
set the switch for “on” at 2 p. m. and 
“off” at 5 p. m., and be gone all day 
without worrying about the condition of 
her dinner. It has a time range of 21'/2 
hours. 


“Pathfinder” to Cut 
City Circulation 


Emil Hurja, publisher of Path- 
finder, the 47-year-old news maga- 
zine published at Washington, D. C., 
plans a reduction in the publica- 
tion’s metropolitan circulation to 
avoid duplication of circulation with 


other established magazines. Be- 
| ginning April 6 the guaranteed cir- 
| culation of a million will be volun- 
tarily cut to 700,000, although the 
actual reduction will be gradual. 
| New advertising rates go into effect 
| April 1. A policy of barring objec- 
| tionable advertising also is adopted. 
| The publication’s field, says Mr. 
| Hurja, “is very definitely the small 
| towns and rural areas not covered 
by the metropolitan press nor other 
national media.” 


| Edgar Kobak Resigns as 

L & T Vice-President 

| Edgar Kobak, vice-president of 

|Lord & Thomas, has resigned and 

| plans to devote his time for the next 

|few weeks to the recently accepted 
chairmanship of the public rela- 

| tions committee of the Greater New 

| ‘ork fund. 

Mr. Kobak is a former president 
of the Advertising Federation of 
America and a former vice-presi- 
dent of the National Broadcasting 
Company. 


Mission Dry Launches 
Advertising Campaign 

Mission Dry Corporation, Los An- 
geles, producer of beverages, has 
launched the first of a series of 
newspaper campaigns in key mar- 
kets with the scheduling of inser- 
tions of 84 lines three times a week 
from March to September in the 
New York Daily News. First copy 
appeared March 11. 

Newspapers, radio, outdoor and 
car cards will be used in regional] 
promotion this year. McCarty Com- 
pany, Los Angeles, is the agency. 


To Badger & Browning 


H. W. Mallinson, Jr., 
with Paul H. Raymer Company, 
Chicago, has joined Badger and 
Browning & Hersey, New York. He 
will have charge of redio time pur- 
chases. 


formerly 


Announces New Models 
Federal Motor Truck Company, 
Detroit, has announced four new 
heavy-duty models ranging in rated 
capacities from 312 to 71% tons. 


Expert Razzes a 
‘Expert at ‘Good 
House’ Hearing 


New York, March 21.—Good 
Housekeeping’s defense against Fed- 
eral Trade Commission charges had 
another unexpected airing here 
today, as a prelude to regular hear- 
ings which were scheduled for 
resumption here April 8. 

Sole witness of the day was Dr. 
Foster Dee Snell, Brooklyn consult- 
ing chemist and chemical engineer. 
His entire testimony contradicted 
that given earlier in the trial by an 
FTC witness, Oliver W. Brantley. 

Dr. Snell described a series of 
laboratory tests made two months 
ago for Good Housekeeping on 
Chromotone, a rug cleaning prod- 
uct made by Mathieson Alkali 
Works, Inc. This research, he tes- 
tified, proved that the wearing 
quality, tensile strength and elas- 
ticity of rugs is not lessened by 
washing with Chromotone. 

The witness, who was formerly 


in charge of textile chemistry at 
Pratt Institute, also refuted some 
of Brantley’s claims regarding 
Brantley’s qualification as an ex- 
| pert on the subject. Brantley had 
testified that he had received a de- 
gree in chemical engineering at 
Pratt Institute, but Dr. Snell testi- 
fied that the institution had neve: 
granted such a degree to anyone 
Brantley’s claim that he is licensed 
to practice in New York was also 
refuted. James L. Fort, attorney 
for FTC, was unable to shake the 
chemist in cross examination. 


Hearings Drag Out 


With the exception of one half- 
day session last month, which was 
similar to today’s in that it was 
specially arranged to accommodate 
a witness who plans to be absent 
from the city when regular sessions 
are resumed, the case has been ad- 
journed since mid-December. 

Due to the continued illness of 
Charles L. Diggs, trial examiner, 
the FTC has appointed Webster 
Ballinger to supplant him for the 
duration of the case. Daily hear- 
ings will be held here and in other 
cities beginning April 8. 


Coast-to-Coast 
Promotes Raichert 

Charles L. Raichert, who has been 
in the art and display department 
of Coast-to-Coast Stores Centra] 
Organization, Inc., Minneapolis, fo: 
five years, has been promoted to 
advertising manager. An enlarged 
advertising department and _in- 
creased newspaper advertising in 
1940 is planned, according to H. J 
Kantrud, vice-president. 

Coast -to-Coast stores feature 
hardware, auto supplies and home 
appliances. They are located in 13 
Northwest and Western states 


Calvert Adds Richardson 


Robert A. Richardson, former!) 
with J. Walter Thompson Company, 
Chicago, has been appointed assist- 
ant sales promotion manager of Cal- 


vert Distillers Corporation, New 
York. 
Set Drug Meet Dates 

Third annual convention of 


National Association of Chain Drug 
Stores will be held May 23-25 at 
the Greenbriar, White Sulphu 
Springs. W. Va. 
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“Why must | always make allow- 
ances?’ he yells. ‘Why can't people 
give me what I want?” 


They had been ex- “If Lwant a daytime news-broad- 
plaining some of the cast on some stations and a 
, Musts and Must-Nots hill-billy band for an hour on 


of Advertising. another, why can't | have them? 


He paused for breath. “You can do any or 
all of those things,” sez |. ‘You've got spots 


before your eyes,’ he answers. ‘You're right,”’ 
I reply, “SPOT RADIO.” 


Or if | want to test three 
or four shows or get be- 
hind a sales drive in the 

East or the West or the South— 


“Or if | want to give one territory 
twice as much socko in radio as 
another or fit different merchan- 
dising plans to different markets — 


IF YOU WANT WHAT YOU WANT 
WHEN AND WHERE YOU WANT IT 


Whatever his budget for broadcasting, the advertiser 
who uses SPOT RADIO can fit it to his plan—flexibly, 


economically, and with immense satisfaction. 


Any length of program, live or transcribed, on few 
or many stations— network or independent—at best 
available periods for every time zone. SPOT RADIO 
is for individualists. 


— , Rie 
(- e ., 
ANY TIME ANY LENGTH ANY WHERE 
lor any advertiser or agency executive who wants to see how SPOT RADIO can 
meet his individual situation, we shall be very glad to prepare a special outline, 


EDWARD PETRY & CO. inc. 


Representing leading Radio Stations throughout the United States — individually 


Offices in: NEW YORK - CHICAGO - SAN FRANCISCO 
DETROIT - ST. LOUIS - LOS ANGELES 
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therefore, it seems that the av, 


Urges Caution in consumer might conclude that he 


best protection lies in supportip, 
‘such legislation—and only gyo.. 


“ + ’ 
Consideration of legislation—as is necessary to |e 
producers and distributors compet, 


Dees +t Name New Members COMPARE REPRODUCTION WITH ORIGINAL 
aS of Audit Bureau —— = , 


New members in the newspaper, 
business paper and magazine divi- 
sions are announced by the Audit 
Bureau of Circulations as follows: 

= newspapers, Afro-American (week- 
i.e ly), Richmond, Va.; Alexandria | 
} : Daily Town Talk, Alexandria, La.; 
Eagle (Sunday), Paterson, N. J.; 
News, Florence, S. C.; Progress, 
Charlottesville, Va. 

Business papers, Agricultural En- 
gineering, St. Joseph, Mich.; Seed 
World, Chicago. Magazines, Junior 
Scholastic, New York; U. S. Camera 
Magazine, New York. 


NRDGA Appoints Hanson 


Joseph E. Hanson, formerly with 
Lawrence Fertig & Co., New York, 
has been appointed manager of the 
sales promotion division of the Na- 
tional Retail Dry Goods Association. 
He succeeds Alan A. Wells, who 
resigned to become advertising 
manager of the Kaufman Depart- 
ment Stores, Pittsburgh. 


=A 
sy 
an 


| tive in their products and se; 
|and to keep business practices ang 
onsumer eman § | advertising honest and not misleag. 
upon business additional overhead 
which obviously will ultimar 
| posals Harmful to Buyers | oo" '? oP 
Themselves “The retailer particular); 
| Boston, March 19.—An implied | S™@™ of cooperation with the con 
|sumer movement he does not q 


ing. To go beyond this is 
Fri Holds Some Pro- 
have to be passed on to t! 
take care that in setting up pr 
| warning that by capitulating too « Gee 


| fully to all consumer demands busi- himself ous of his rightful pt 
| ness may damage not only its own and function in the distribut 


interests but those of the consumer goods. He must take care ti 
as well, was sounded here before his efforts to woo the good \ 
the 14th annual conference of the the consumer groups he do 
| New England Gas Association by place too much of the responsil 
| James L. Fri, managing director, for consumer education and con- 
Toy Manufacturers of the U. S. A., sumer values “os the manutac- 
j}and lecturer on merchandising at vurer. The retailer claims nd 
| rightly so—that he is the purchas- 


cmeerneeree — : , as 3 . . Columbia University. 
Gathered about original art in order to compare it with its reproduction in : ‘ing agent of the consumer and if bx 
. Levy May Be Permanent Collier's are Jim Johnson, advertising manager of Calvert Distillers Corporation, As examples of such an eventu- | my : kita -« Ai he Si 
on . 2 “ee : - 2 , nities . "er oa : wants to maintain and fortify n- 
s Governmental expenses in Penn- who's doing the pointing; Harry Birdsall, art director; Bob Larkin; Josh Gollin, ality, Mr. Fri cited proposals for the | colt in thin ubelilen a. deen Ge 
sylvania have increased so much in sales promotion manager; and Ed Guttenberg, assistant advertising manager. setting up of standards and in- | ° dj tify le eeailta — ' 
recent years that the state’s 10 per | creased government supervision. and justify his Peirce as ust 
cent “emergency” taxes on liquor | . . “Business should cooperate to the | *S¥UMe More an@ more OF the re- 
and cigarettes may be enacted into To Moser & Cotins Briggs Names Agency fullest extent with consumers in| sponsibility for selecting fro: 


yermanent levies by the state legis- Mortgage Corporation of New| Briggs Mfg. Company, plumbing] _,,: ne EO TCO 8 CET RS 
laawe. This action has been oem nl York an aapealen Moser & Cotins, | ware ay Detroit, ee ap- setting up standards, specifications 
mended by the joint state govern- |New York, to handle its account. | pointed McCann-Erickson, Inc., De- and grades to the extent—and only 
ment commission. Local newspapers will be used. troit, as advertising counsel. to the extent—that such grades are 
truly of assistance to the consumer 
in the purchasing of different quali- 
ties of goods,” he declared. 

“But business should be equally | ” pee é 7 
}active in ‘debunking’ the propa- | Values, and if ne a ag i 
| ganda and in educating consumers | CONSISTS in putting such prog 
| regarding the disadvantages of set- | into effect through legislation 
|ting up specifications and grades otherwise, he will not gre 
| where such grading would not only | himself out of his rightful at 
| the marketing structure but 
perform a most obvious diss¢ 


manufacturer the best values - 
able. 

| “If he gives encouragement | 
|thinking of some consume! 
| grading, specifications, labeling and 
| the like will designate in a pr: 
way different levels of consume: 


| not assist consumers in their pur- 
|chases but would actually give a 
| vehicle for deception by unscrupu- 
| lous business. 


jtem of grading for most prox 
will not only not safeguard 
A Real Problem sumer values but will, in most 
develop a mechanism by vy 
|premium will be placed upo: 
| ception. 


i Nag 


“Actually, the average customer 
is not very much interested in slide 
rules, count, magnifying glasses or 

| . . 
She is interested only in buying|S¥mer relations—to give ear 
goods that will give satisfaction and | direct help to the consumer in |i 
she realizes instinctively that the | efforts to get more informatio: 
retailer and the manufacturer are,|®bout goods but it is the retail 
or should be, in a_ better position | frst responsibility to educate ' 
than she ever will be to determine | COmSumer as to the weakness’ 
| actual value, potential disadvantages of 
| “The consumer that depends upon program.” 
| weight or percentage of this, that, | 


lof the other thing to give indications Promote E H Marsh Jr 


of value, will find herself buying Ed d H. Marsh. J a 
chnically ‘correctly’ ne dwar . Marsh, Jr., an of 
technically ‘correctly’ but getting of the Fisk Tire Export Compan 


| lesser values, unless she is y in-lpA 
. » by | Chicopee, Mass., for a numbe 


| stinct, intelligent enough to stick to 


beyond the strict letter of the speci-| rector of the United States Rubbe: 


| 
fications as set up. In theory, speci- Export Company, Ltd. His fathe! 


jing C ; 
value. Actually, unscrupulous re- | ng Club 


| to the consumer because such a svs- 


bs = “e °c 4 > we va. ——_ 
formulae of one kind or another. | It is good business—good 


years, has been appointed  vice- 
the store and the product that goes| president, general manager and di- 


pee a 0 ee ee & - , fications or standards in some types;head of the Marsh Advertising 
1 } * a a eed yi ae ae. of products do give to the consumer | Agency, was active in the four ding 
ais bY te ee Se measurements of some elements of | °f the Springfield, Mass., Advertis- 


tailers and manufacturers will seize 


upon specifications and will use 
them to hoodwink and deceive. 
“This does not mean that the 


who makes N CWS 


: PRactic . 

movement for standards and speci- | Al Bun o,, 

fications in certain lines of mer- — a 

Ray Clark, WNANX News Editor. is the favorite newseaster of chandise is not a constructive move- ye Butidin | 
$.837.323-——population of the WNAX Primary Area. Soe much ment. It is very helpful in many Se) ce ee 


; "te a Ss oom 
lines but we must be careful that in 4p oo 


ey AY : &* 
setting specifications, we do not di- | 4 
vide the responsibility for good . . a 
° . ww ; | 
quality merchandise —— a PY», 


is he a part of life in this great area, he often makes news. 


In February, conducting the WNAX Finnish Relief Fund— he 


received from Nebraska for auction——a toy fire engine. High- “This responsibility must lie cna 1939-1940 
% est bid-—-$12——came from North Dakota. But. Teddy Gantt. squarely upon the retailer and the hd RAM “ 
- — , er - , | ‘ aC er y ify >. = DAI 100} 
5 ‘year-old infantile paralysis victim in lowa, offered the con- pomcner1r--eaaigad Seearny ane % & iiding 
ge » ‘ ne ee . : ; sponsibility cannot be separated F ve building. 
tents of his bank—$2.53. Clark phoned the highest bidder. Make the producer and distributor 4% 5 See eel 
. explained Teddy's bid. The North Dakotan gave the S12 to responsible for delivering quality- ee 
4 the fund, and the fire engine to Teddy. and don’t temper this responsibility 
, ‘ by assuming authority for quality | 
: Clark personally presented the fire engine -_ Teddy in a special specifications.” in Buildin | 
broadeast from WNAX's Sioux City Studios picture above. 9 Define Government Functions £ 
7 With respect to government sup- 
be Result No. 1-—Clark again made news. UP carried the story A Cowles Station ervision, Mr. Fri asserted that this from manufacture 
Sgt of Teddy and the fire engine as its outstanding human interest function is justified “only to the ex- . 
» a * - ?1 = 
aa storv of the dav 5,000 Watts L. S. tent that competition is kept free to applicati« 


vertising and business practices art 


1,000 W atts Night and open and that misleading ad- GROUP P 


Result No. 2--WNAX again proved that with 5.000 watts that 


Ke ep eliminated.” rons re 
do the work of 50.000, plus smart showmanship. it has the cover- CBS “The best safeguard to the con ery tren 
2 ? aue and influence to do a cood job for you, . sumer’s interest is free and open ner rring nrerr 
ys competition. As long as we have 7 f 
free and open competition, as it he / 


Re presented by exists in America today. as between 


Z manufacturers of competitive prod- orm @ uniqui 
ae The Katz Agency ucts and retailers in the different publishing uni* 


shopping areas, the consumer is 


. *s 5° “1 5° . . artualie ‘ a a NS, INC. 
Studios-WNAX Building, Yankton - Orpheum Building, Sioux City oo negro eget nga wicaee 
“By the simplest form of anals a 
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ne eh 


than there are housewives 
im Philadelphia 


ry” ° . ° 9 » ° 
| he housewives of Philadelphia forma sizeable 


market. one of the largest an advertiser can reach. 


Yet on any typical Sunday. The New York Times 
reaches more housewives in the Profit Half of the 
New York market alone than there are in all 
Philadelphia. 

And on any typical weekday. The New York Times 
reaches more housewives in the Profit Half of the 
New York market alone than there are in all 


Cleveland. 


Surprising? Not to New York's department: stores. 


, 
; Last vear they placed more upstairs advertising in 
oof The Times (everything but bargain basement pro- 
g motions) than in any other New York newspaper. 
_ Nor to the Houser Associates. an independent. re- 


search organization which has just completed a study 
of newspaper reading habits among housewives in 


the upper income halt of the New York market. 


This impartial study shows that inthe half of the New 


York market that buys most of the advertised prod- 
ucts sold here. The Times is read on Sundays by 


LH hUSO0 active homemakers. on weekdays by 221.610. 


Here is proof that profit-minded advertisers with 


something to sell to women are right in making The 


Times their first New York medium. Few newspapers 
offer so large and so productive a market. Concen- 
trating among women in the richest part of the rich- 
est market in the world, The New York Times con- 
centrates advertising where it profits most. May we 


show vou a few facts? 


: The New Pork Times 


ae “ALL THE NEWS THAT'S FIT TO PRINT” 


ADVERTISING OFFICES - CHICAGO - DETROTT BOSTON SAN FRANCISCO - LOS ANGELES 
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Expanded Use of 
Humor Cited as 
Important Trend 


Kynett, Corrigan, Re- 


view Advertising for. 
New York Club | 
New York, March 21.—The digs 
pansion of levity in advertising copy | 


was hailed here today as one of the | 
most significant advertising trends 
of recent years by Alfred M. Cor- 
rigan, account executive of Arthur 
Kudner, Inc., who presented the 
Advertising Club of New York with 
a dramatic review of copy develop- 
ments during the past 15 years. 

Mr. Corrigan shared the limelight 
with H. H. Kynett, Aitkin-Kynett 
Company, Philadelphia, in a_ pro- 
gram which represented the salute 
of the American 


in copy doubled between 1936 and 
1939, Mr. Corrigan observed: } 
“Humor used to be frowned on 


as ineffective 
research 


and undignified A 
man who has studied this 
phenomenon tells me humor wa 
ineffective in advertising’s 
days because we had no national | 
sense of humor. What was side-| 
splitting to the cowboy in the West | 
laid an egg, so to speak, in New| 
England. The South’s hilarity wasn’t | 


early 


funny at ali up north—and vice | 
versa 
“He credits the change to more 


intensive syndicating of comic strips 
in newspapers, to 
to the greater penetration of maga- 
zines and to the mor Whether 
that is an accurate diagnosis or not, 
the trend toward humor should be 
welcome. People or __ institution: 
who take themselves too seriously 
can be terribly uninteresting. And 
no copy can be good copy if it fails 
to interest.” 


radio comedians, 


1es 


Analyzes Three Periods 


In discussing trends 
Mr. Corrigan broke 


since 1925 
down the inter- 


depression era when “well-turned 
and charming phrases” were dis- 
carded, to be replaced by realistic 
copy characterized by price empha- 
sis, greater use of photographs, big 
type and “hysteria”; and the post- 


| depression era, marked by the ex- 


pansion of humor in copy. He also 
cited the growth of copy testing and 
checking as a dominant note of the 
past few years 


FTC Not Harmful 


Mr. Corrigan also expressed the 
conviction that the Federal 
Commission will do “nothing to 
copy that will in any way be harm- 


ful.” “If you are a law-abiding 


| citizen you don’t resent the city put- 


ting another’ policeman 
force,’ he observed. 

Mr. Kynett dwelled on the vital 
role played by the agency space 
buyer and emphasized the need for 
quantitative as well as qualitative 
analysis. He hinted that an over- 
emphasis has been attached to 
qualitative analysis recently and 
asserted that quantitative measure- 
ments have not declined in impor- 


on the 


Association of Ad-| val into three periods: the pre-de-| tance insofar as space buying is 
vertising Agencies on the occasion! pression era, dominated by institu-| concerned. He mentioned the ABC 
of the club’s 35th birthday. John| tional advertising “when copy took|as an instrument of “quantitative 
Benson, president of the Four A’s,|/on a lofty note and no headline| measurement without which no 
presided amounted to much unless it con-| qualitative comparisons can mean 

Pointing out that the use of humor tained the word ‘integrity;’” the) very much.” 
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The People Win! 


N.Y. Won't Arrest 
Fag Importers 


No Intention of Prose- 
cuting Individuals, Legal 
Head Says 


New York, March 21.—Abandon- 
by the city of New York of its 
enforcement of the cigarette tax law 
against persons buying smokes for 
their own use in New Jersey, and 
complete vindication of the attitude 
of ADVERTISING AGE in its support of 
Kenneth C. Crain who was arrested 
in such a case, was indicated today 


when the Anderson case was argued | 


before the Appellate Term. This 
was the first case to be appealed, 
and involved the purchase of 16 car- 
tons of cigarettes in Jersey City for 
the use of the defendant, Ruth An- 
derson, and her brother. The first 
indication of a change of attitude by 


| mitting 


the city in these cases was given in| 


the brief filed by the 
counsel’s office, in which the follow- 
ing comment was made: 
“The act (imposing a 

cigarettes) 


sales tax 


does not purport to 


/impose a tax on cigarettes brought 


into the city by a person for his own 
personal consumption, and it 
not so considered by the court below 
It (the law) purports to tax only 
sales of cigarettes in the city of New 
York. If the defendant did not in- 
tend to resell the cigarettes within 
the city of New York, the cigarettes 
were not subject to tax.” 

In oral argument before the court, 
this view was amplified by the cor- 
poration counsel, who remarked that 
While persons living or working in 
New York who purchased cigarettes 
in New Jersey in order to avoid the 


Was 


| tax might be chiselers, “this does not 
| violate the law.” 


In such cases, he 
added, “of course the person is not 
required to have invoices or delivery 
tickets.” 
Abandons Previous Stand 

Since the city’s much-discussed 
and strongly opposed enforcement 
methods against numerous persons 
based entirely on the view that they 
could be convicted of violating the 
law because of not having “invoices 
or delivery tickets” as required for 
commercial deliveries, the view now 


|}expressed by the corporation coun- 


corporation | 
| term 


jin the past few months have been | 


Injunction Won 
by Coca-Cola 
Against 5 Drinks 


Baltimore, Md., March 21 
plications of almost staggering pro- 
portions in their possible effect op 
“the battle of the Colas” lay hidden 
in the permanent injunction j led 
by the district court of the Uniteg 
States for the district of Marylang 
Tuesday, in which five local imit 
tors of Coca-Cola are found to haye 
infringed on the trademark of the 
local company. 

The permanent injunction, gj 
rected at the owners of “Marbert 
Cola,” “Dixi-Cola,” “Apola Cola. 
“Lola Cola” and “Kola,” follows an 
oral judgment rendered by Judge 
William C. Coleman at the concly- 
sion of a two-week trial Feb. 2} 

The decree confirms the validity 
of the Coca-Cola trademark and re- 
strains the infringing producers 
from using any title for their mer- 
chandise “which includes either the 
word ‘cola’ or ‘coca,’”’ or from com- 
any acts “calculated to 
cause any products not plaintiff's to 
be known, sold, or referred to as 
‘Coca-Cola,’ ‘Coke,’ ‘Koke,’ ‘Cola,’ 
or ‘kola’ or by any other name or 
which contains any of these 
terms or any colorable imitation 
thereof.” 

The court appointed W. Ainsworth 
Parker of Baltimore a special mas- 
ter to report at the next term upon 
“what damages have been sust 
by plaintiff, and what profit 
realized by defendants” by 
reason of infringements 


im- 


a- 


ned 


been 
the 


NIAA to Meet in 
Detroit, Sept. 18-20 

The 18th annual conference of the 
National Industrial Advertisers As- 
sociation will be at the Hotel Statler, 
Detroit, Sept. 18-20. Hosts will be 


the Industrial Marketers of Detroit 
and Toledo Industrial Advertisers 
Club, Detroit and Toledo chapters 


of the NIAA 

Lloyd R. Vivian, Ditzler Color 
Company, Detroit, heads the general 
conference committee. He is assisted 
by E. C. Howell, Carboloy Company, 
Detroit, vice-chairman; Henry F 
Belcher, Insto Gas Company; Athel 
F. Denham, Denham and Company, 
agency; Henry G. Doering, Truscon 
Laboratories; Peirce Lewis, [ron 
Age; C. C. Mercer, Ex-Cell-O Cor 
poration; Tom Moule, Seiler, Wolfe 
and Associates, agency, and Phillip 
Ruprecht, McGraw-Hill Publishing 
Company, all of Detroit 


Appoints C. B. Waters 


sel, who is charged with the duty of | 


prosecuting all of these cases, appa- 
rently indicates that cases of im- 
portation for individual use will no 


longer be prosecuted. Joseph W. 


| Aimee, in charge of the city’s ciga- 


rette tax enforcement bureau, would 
not admit this, but was obviously 
ata loss to defend his previous posi- 
tion in these cases. 

Questions by the court during oral 
argument, directed to counsel on 
both sides, added weight to the 
probability that prosecution of in- 
dividuals buying Jersey cigarettes 
for their own use will be dropped 
Regardless of the 


uutcome on ap- 
;peal of the Anderson case. which 
rests on the question of whether her 


evidence as to personal use was 
believed by the court, the attitude 
of the corporation 


toward cases 


counsel's office 
where no intention to 
resell can be suspected seems to be 
definitely established 


Fair Account to Rose 


William Ganson Rose, Inc.. Cleve- 


land, has been appointed to handle | 


publicity of the New York World's 
Fair in the Ohio area, which in- 
cludes Ohio and a part of adjoining 
states. Edwin J. Whitney, formerly 
connected with the Cleveland 
Chamber of Commerce and pre- 
viously a newspaper editor. has 
joined the agency to handle the 
account 


Wilson to L&T 

After several years in the art 
department of Blacket-Sample- 
Hummert, Chicago, Mort Wilson has 
taken a_ corresponding 
Lord & Thomas, Chicago 


post 


C. B. Waters has been appointed 
general sales manager of the type- 
writer division of Remington Rand, 
Inc., Buffalo, succeeding F. M 
Echoff, who, after a leave of ab- 
sence due to ill health, will resume 
his former position as branch sales 
manager for the typewriter division 
in Chicago. 


Appoints Burnett 


Lumbermen’s Mutual Casualty 
Company, Chicago, has placed tts 
account with Leo Burnett Com- 
pany, Chicago, effective in 1 
ately 
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Tremendous Power 


made Flexible... 


e@ The scientists’ ambition of controlling the mighty power of the 


sea is still a matter to be solved. However, plans are perfected which 
may some day harness the ebbing and flowing tides to power sta- 
tions, converting this vast force into useful, obedient energy. 


THE “POWER DREAM” of 


currents of business at an instant’s notice. You can put your 
advertising men has al- 


sales message into better than one out of every two homes in a 


ready come true. The 
most powerful force in 


advertising was brought 


single city, area, zone or the entire nation, knowing that 80% 


of the potential readers will note your message. 


This flexible, effective coverage was never more clearly 


under contro} years ago, demonstrated than by the experience of The Stieff Company 


th the f : c | of Baltimore, whose letter on the next page is illuminating. For 
with the formation - : ; : , :; 
ation of low-cost rotogravure groups their own retail stores in Baltimore they have used rotogravure 


Thus the biggest, most intensive circulation in the 


country (the Sunday Newspapers) may be tailored 


for 22 years without missing an issue, and they never fail to 
impress the importance of rotogravure upon their agents 
to fit the needs of each individual user. in other cities. Kimberly-Clark Corporation, 8 South Michigan 


You can gear your advertising to the ebbing and flowing Avenue, Chicago, Illinois, Advertising Department. 


MAKERS OF THE WORLD'S MOST WIDELY ACCEPTED ROTOGRAVURE PAPERS 
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= For One Outlet or a Thousand... 


The Tremendous Power of Rotogravure Can Be 
Controlled to Meet The Need 
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THE STIEFF COMPANY 
uses anv Kecommendo 
ROTOGRAVURE FOR 
THEMSELVES AND THEIR 
AGENTS ... THEY HAVE 
BEEN IN EVERY ISSUE 
SINCE 1917 


e How CAN YOU APPLY ROTOGRAVURE 
TO YOUR ADVERTISING? 


For details and facts concerning the use of roto- 
gravure; the experience of other advertisers in your 
own field; and what you can expect it to accom- 


plish for you, write Kimberly-Clark. A trained 


teh 
= 


I 
x& 


NEW YORK, 122 East 42nd Street 


a 


eo, ee r “F 


imberly-(lark ( 


LOS ANGELES, 510 West Sixth Street 


technical staff, with a wealth of statistical infor- 
mation at their finger tips, is maintained to assist 
anyone faced with problems of use, preparation or 


printing of rotogravure copy. 
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orporation 


Established 1872 » NEENAH, WISCONSIN * 67 Years of Service 
CHICAGO, 8 South Michigan Avenu: 


Mone for your money in Reloghavute 
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ble your money back” offer calle 
for refunds to 
consumers, B. N. 
’ 
Pollak, advertis- | 
. | 
ing manager, told 


ADVERTISING AGE | 
today in report- | 
ing the results of | 
tests conducted 
in parts of the 
company’s mar- 
keting area. 

The acceptance 
registered in 
favor of Rich- 
field’s Hi-Octane 
gasoline has resulted in an expanded 
advertising budget for the next few 
months, he added. The Arthur Hale 
“Confidentially Yours” program, 
featuring 15 minutes of “news 
behind the news,” will be extended 
from its current Sunday evening 
spot on WOR to 28 stations of the 
Mutual Broadcasting System begin- 
ning April 2. The feature will be 
heard Tuesday, Thursday and Sat- 
urday. Newspaper advertising will 
appear in 13 states on the Atlantic 
seaboard from Maine to Washing- 
ton, D. C., in cooperation with local 
distributors, the cost being allocated 
on a 50-50 basis. In addition, 24- 
sheet posters will be used through- 
out this area during July, August 
and September. 


How Offer Worked 


B. N. Pollak 


Describing the money-back offer, 
Mr. Pollak said: 

“Richfield dealers asked motorists 
to test the products in their own 
cars, over their own roads, and sup- 
ported the invitation with a ‘double 
your money back’ refund guarantee 
if, in each motorist’s opinion, Rich- 
field did not prove to be a champion 
of gasolines. 

“Motorists in the four test areas 
bought more than 4,000,000 gallons 
and drove 60,000,000 miles in the 
most extensive road test on record. 
Out of the 4,000,000 gallons pur- 
chased, refunds were requested on 
only 40 gallons. Each motorist 
bought 10 gallons for the test. Dou- 
ble the retail price brought the 
refund offer to $3.50—a sizable sum 
and one well worth requesting. It 
was quite different from the usual 
‘double your money back’ lure of 
10 and 15-cent grocery store items.” 

One of the highlights of the Rich- 
field advertising campaign, which 
has featured the “Champion of Gas- 
lines” theme, has been the offer of 
1 free European news map. Ac- 

rding to Mr. Pollak, the keen 

nterest of consumers in war news 
indicated by a test conducted 
a single radio station when 48 
s reported that in a single day 


var 


25 motorists came in for maps. 
More than half of them bought 
Zasoline and 60 per cent were new 
ustomers. Since the map was first 
offered about four months ago, more 


n 700,000 copies have been dis- 
tribute ad 


Sherm 


hfield 


in K. Ellis 
agency. 


- & Co. is the 


Baumritter Appoints Snow 


T. Baumritter, Inc., New York, 


— - butor for Associated Furniture 
;, tories, has appointed Cory Snow, 
ne., Boston, to handle advertising. 


““€wspapers, direct mail and maga- 
will be used. 


Coon Appoints Crombach 


=. B. Coon Company, 
Yeon ‘n's footwear, has appointed 
orge Crombach as advertising 


>i 


maker of 


Lord “ser, succeeding Chester F. 
ore, \ who has resumed his place in 
: ales department. 
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Schick to Market 
Electric Razor 
for Fair Sex 


New York, March 21 
a 60-day test in Miami 
Shaver, Inc., is la 
early introduction of the first 
tric shaver ever designed for ex- 
clusive use by women, Roy W. John- 
son, director of advertising and sales 
promotion, divulged today. 

The new product is included in a 
compact kit to be known as “The 
Lady Schick” and to embrace, in 
addition to the shaver, two new 
creams designed to control, soften 
and lighten the regrowth of super- 
fluous hair. The new creams, de- 
veloped by Schick, are greaseless 


Following 


Schick 


elec- 


and delicately scented. They are 
intended for application after use 
of the shaver. 

The entire outfit will be sold at 


$15 in a handsome suede bag which 
will come in two colors, crimson and 
aquamarine. It will be distributed 
through department, jewelry and 
the better drug stores, beauty salons 
and lingerie, specialty and hosiery 
establishments. The tests have been 
conducted under the auspices of 
Lennen & Mitchell, Schick advertis- 
ing agency. 


Public Enemies 


Wing Over Miami, 
ss 2>° Courtesy of Flit 


Miami, Fla., March 21. What 
probably ranks as the most unusual 
merchandising stunt ever pulled ha 
just been completed here by Stanco 


Inec.,,on behalf of Flit, but results 
of the test are being guarded as 
closely as were Finnish operations 


on the Mannerheim line by client, 
asency and media alike. 

Flit electrified residents of Miami 
and Miami Beach March 11 by an- 
nouncing, over the air as well as in 


jarge newspaper space, a “Flit Fly 
Hunt” to extend over a_ week’s 
period. Flit offered $10,500 in re- 
wards, and courteously agreed to 


supply the flies to be hunted. 

The company released 2,001 flie 
“equally all over Miami and Miami 
Beach,” 2,000 of them marked with 
a silver spot on their backs, and one 
with a gold spot. The silver-spotted 
insects were worth $5 each, when 
brought in dead, together with an 
open can of Fiit, to “Flit Fly Hunt 
Headquarters” at Station WIOD. 


The gold-spotted monster, appropri- | 


ately named “Big Butch,” and lov- 


ingly designated as Miami Public 
Enemy No. 1, was worth $500 to his 
executioner—but the only specific 


information your correspondent has 
ible to garner with respect to 
the results of the big hunt is to the 
effect that Big Butch eluded all the 
Flit guns turned in his direction. 
At any rate, he not turned in 
for bounty. 


been 


Was 


Total Rewards Unknown 


With Big Butch still presumed to 
be winging his way around Miami, 
the $10,500 in reward money was 
automatically reduced to a possible 
total of 
information has been forthcoming 
as to how many of the 2,000 minor 
public enemies were retrieved by 
the hunters. Residents of the winter 
colony, who are well known for 
their sporting proclivities, have been 
heard to offer the conventional 8 
to 5 that not more than a very small 


$10,000, but, as indicated, no | 


fraction of the reward money found | 


its way into the pockets of the hard- 
atting citizenry. 


Bank Joins Philmac 


Arnold Bank, formerly with Wil- 


liam E. Rudge’s Sons, Inc., New 
York, has been named typographic 
director of Philmac Typographers, 
Inc., New York. 


Virtually every industry is depend- 
ent, either in production or mainte- 
nance, on coated abrasives for its oper- 
Whether you're making auto 
bodies or men’s hats, want to refinish 
a hardwood floor or polish a sensitive 
telescope mirror, there's a coated abra- 
sive involved. They have an essential 


ation. 


place everywhere. 


Trojans daily help to make the 
wheels of industry fly faster, for in 
Troy is the Behr-Manning Corp., one 
of the world’s largest coated abrasives 


plants. 


= 

— 
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Since 1872 this concern has been a 
leader in its field. For ten years it ex- 
perimented to create and develop the 


Electrocoating 


Process of making 


sandpaper. Today its factory here em- 


ploys approximately 800 persons, prac- 
tically all of them men. 


Sandpaper-making is a nearly de- 
pression-proof business. Its close rela- 
tionship to all industry and every in- 
dividual means there's always activity 
in many of its countless lines. 


“Make the wheels fly faster” continu- 


ously here for yourself by sustained 


advertising schedules in The Record 
Newspapers, the city’s sole dailies. 
They Il tell your story to “everybody,” 
and for only 12e per line 
makes Troy New York State's lowest 


a rate that 


cost major market. 


THE 
RECORD 


J. A. VIGER, ADVERTISING MANAGER 


THE TROY RECORD 
_Newsparers |THE TIMES RECORD 


THE TROY RECORD CO. 
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FLIT HAS MIAMI IN DITHER OVER FIRST FLY HUNT 


2001 


‘CASH 
PRIZES 


MIAMI AND MIAMI BEACH GO ON “FLIT 
A FLY HUNT” MARCH 11 TO MARCH 16 


LIES are # health.-menace. They 
are disease carners. They are 
PUBLIC ENEMIES They should be 
billed on might’ Fit, quickly ané 
painlessly, administers merciful 
death to fies 
To encourage every man, woman 
and chid in Miami and Miami 
Beach to heip put an end to these 
PUBLIC ENEMIES— and to show 
how easy it is to inl them with FLIT 
— $10,500 in cash is being offered in 
this city wide “Fit Fly Hunt 


2,001 Flies” Marked for Death” a 
2,001 tes w buted equally 
0)! over Miaru and Miam Beach — 
& everybody has the same chance 
te wim « reward! 

These flies are marked in @ ape 
el fool proofmanner Big Butch 
the gang leader, has « golden spot 
om bus beck and is worth $500! The 
2,000 “Gangster” foes have « silver 
@pot on thew becks, and there we 
price of $5 on the head of cach end 


A Contest for Everyone 
Remember, this is @ contest of sktil! 
You first have to locate the Ay end 
then hall it. The simplest way to win 
i to kill af) fees and the eamest 
wey to do that is to sptay them 
with Fit. Plt, you see, kills droves 
of fhes, at « time 

Fist 9 an insecticade you cen trust 
to put the Ai/lun sAili—for when you 
kell foes wth FLIT they stay deed. 
( FLIT ie permanent.* 


Don't Delay! 
our FLIT and FLIT GUN nght 
sway —and go gunning for some of 
those five-dollay prucs! You may 


be dist 


be the lucky one to bring m “ Bag 
Butch” — the $500.00 winner 
*FLIT is, of course, equally effec 


reward, bring in™ < 
dead prize thes and an open cen of a 
Fit to Pht Ply Hunt Headquar — 
ters” ot Redio Station WIOD, News A, 
Tower —for proper identification. Y = ¥) 


Lé 


ae 


HERE'S HOW TO WIN YOUR 
SHARE OF THE *10,500 PRIZES! 


ene copes dented beng 


1, Join the Crorede te vid 
#59 00 reward 


ond Mem Beach of 
Gocere-sprending Hiee—bill gw, oe billy om 
o nan 


nd on 06. 


. This content chews 
wot on thew berks ond sech §=61940. No 


noo Seterdey March 16. 
rawerde” will be paid atte thet dete 
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SSS AXTRALSSOO FOR BIG BUTCH” 
| / 


MIAMI PUBLIC ENEMY NO. 1 


“Big Butch” is “Public Enemy No. 1.” You can recognize 
him by the special golden spot on his back. He is the big- 
gest, ugliest-looking fly of them all—and $500.00 goes to 
the lucky person who brings in his dead body 


DON’T TAKE CHANCES! DEMAND 


‘FLIT: 


Cop 18 Pane tm, 


This five-column newspaper advertisement inaugurated the most unusual promo 


tion of this year—and probably any year. 


Now if a rat poison manufacturer 


should try releasing a horde of marked rats... 


Liquor Dealers 
Ready to Announce 
Own Private Brand 


New York, March 20.—Following 
numerous recent complaints to dis- 
tillers regarding their failure to 
prevent large Manhattan stores 
from cutting prices on nationally 
advertised brands of liquor, the 
threat of package store dealers to 


'go into competition with suppliers 
| by introducing their own brand be- 
|came a near-reality this week. 


| 
| 


Liquor retailers throughout the 


|citvy have been up in arms for some 


time, charging that their business 
has been reduced by the failure of 


| distillers to enforce fair trade con- 
|tracts with large outlets, particu- 


| Dealers 


larly liquor departments of major 
department stores. 

The Long Island Wine and Liquor 
Association, representing 


1/190 package outlets, has revealed 
| through its president, Abe Shapiro, 


| that the 


| bell-Ewald Company, 


association will introduce 
its own brand as the only way out 
of the situation. The name on the 
label to be used, and 
range, has not been made public. 


Issues 1940 “Car Guide” 


Motor has issued an 80-page “Car 
Buyer’s Guide, 1940 Edition,” an- 
alyzing 19 well known makes of 
automobiles. Among the features 
of each make that are discussed are 
price, horsepower, weight, size and 
roominess. Page charts illustrate 
the editorial matter and a classified 
price table is included. The “Guide” 
sells for 35 cents. 


Frowns on Coercion 


Getting funds from manufacturers 
by “coercion in the form of boycott 
threats” for fair trade enforcement 
work in Pennsylvania is being dis- 
couraged by Chauncey E. Rickard, 
executive secretary of the Pennsyl- 
vania Pharmaceutical Association, 
who is advising members that such 
tactics invite collapse of the fair 
trade system. 


Adds Two to Statf 


T. L. Lalley, formerly with Camp- 
New York, 
has been appointed copy chief of 
Weiss & Geller, New York, and 
Mark Model, formerly with Lord & 
Thomas, New York, has joined the 
agency as production manager. 


the price | 


Armstrong Adds to Staff 


Recent additions to the adver- 
tising department staff of Arm- 
strong Cork Company, Lancaster, 


Pa., include John P. Crawford, for- 
merly of General Foods Sales Com- 
pany, Inc., New York; Angus W. 
Clarke, Jr., formerly assistant ad- 
vertising manager, Mohawk Carpet 
Mills, Utica, N. Y., and John F. Rie- 
bow, who was connected with East- 
ern Air Lines, New York. Edward 
W. Hermann, formerly with th: 
Chilton Publishing Company, Phila- 
delphia, also joined the department 
recently. 


Dixie-Vortex Appoints 
Dixie-Vortex Company, Easton, 
Pa., maker of paper drinking cups 
anil food containers, has appointed 
the New York office of Moser & 
Cotins, Inc., as advertising agency 
Account executives are Arthur 5 
Cotins and E. Harold Greist. 


Seaway Appoints Rickerd 


Seaway Lines, Detroit, has 
appointed Rickerd, Inc., Detroit 
to handle its advertising. Maga- 


zines, radio and newspapers in 37 
cities in six states will be used. Ed- 
ward C. Parker is account executivé 


That was actually the dif 
ference between our pri 


and that of a competit: 
printing method, for 
million full-color cons 
mer broadsides. An $8 
Saving comes in might 
handy in most advertisin: 
budgets. Newscolor does 
two - fisted point-of-s 
job for large users of « 
sumer advertising. W 
more information? 


SHOPPING NEWS 
CLEVELAND 


Newscolor Division 
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es SATISFIED CUSTOMERS ARE OUR BEST ADVERTISERS 7 


LOOKING FOR MOTORISTS ? 


“NEW METHOD OF MAGAZINE ADVERTISING” 


When you’re selling things like auto polish, 
vou have to be pretty choosey about ad- 
vertising media. 

Mere readers or listeners aren’t enough. 
You need car- owners. Male car-owners. 
For the hand that rocks the cradle isn’t the 
hand that cleans the car—or buys the polish 
to clean it with. 


Back in 1988, one of the leaders in this 
held decided to test THis WEEK and its 
‘New Method of Magazine Advertising’’. 
He made a definite test, keying every ad 
with an offer that cost the reader money. 
Well, to make a long story short, he’s still 
in the book. We’ve led his list ever since. 
And why not? 


As for motorists, every tourist knows that 
they come thickest and fastest in the big 
cities and their suburbs. And that’s just 
where THIS WEEK’S unique type of coverage 
piles up the bulk of its 534-million copies. 
And as for man-appeal, we'd like you to 


inspect a few of those independent surveys 


that are continually checking THis WEEK'S 
reader interest. They show almost as much 
man-appeal as Hedy Lamarr. Almost as 
much... 

Whether you’re selling autos or zwieback, 
we wish you’d put us on the spot with a 
“test” as our friend above did. We have a 
hunch that THIs WEEK might work its way 
to the top of your list, too. 


For you'll find in THis WEEK a national 
magazine that skims the cream off your 
market—the 25 key cities that do the lion’s 
share of America’s business. And you'll hit 
those 25 profit-centers with magazine 
power, newspaper sales punch, and a cover- 
age equal to the next 4 national weeklies, 


or the top 4 women’s magazines combined. 


THIS WEEK’S RECORD ON AN 
AUTO-POLISH MAKER’S LIST 


1937 * . . * - — * Nil 
1938 Ist with $25,939 
1939 Ist “ 26,059 


1940 Still going strong. 


(PIB Figures) 
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Where Does Advertising Stop? 


The award by the Chicago Fed- 
erated Advertising Club last week 
to A. C. Nielsen, regardless of the 
actual wording of the presentation, 
gives Mr. Nielsen “official recogni- 
tion” as the outstanding advertising 
figure in the Chicago area during 
the past year, an honor which we 
believe is well bestowed. 

But the interesting feature of the 
award is the fact that Mr. Nielsen 
is not an advertising man at all, in 
the common acceptance of that 
term. He did not turn out, during the 
period covered by the competition, 
a single outstanding piece of copy, 
a radio script or a direct mail piece 
for a prominent advertiser. He did 
not, so far as we know, purchase 
any advertising or map any cam- 
paign in the sense that advertising 
managers and advertising agencies 
purchase advertising and map cam- 
paigns. He is not an advertiser, an 
agency, or a copy or art genius. 

A. C. Nielsen is, above all else, 
an engineer. That his engineering 
genius happens to be expended so 
well in the marketing field is in 
large measure accidental. His en- 
gineering mind saw a marketing 
need which was not being satisfied, 
and proceeded to develop a method 
of satisfying it with remarkable 
completeness. 


vertising man, and we doubt that 
he has ever thought of himself as 
an advertising man. 


That he has been selected as the | 


outstanding example of a Chicago 
man who has contributed to 
science of advertising therefore 
a tribute not only to him, but to 
the sagacity of the committee which 
made the selection. 
mittee recognized, by its choice, a 
fact which often is forgotten 
that advertising is not a business o1 
profession off by itself, divorced 
from other business activities, but 
an integral part of merchandising 
and marketing, and of business it- 
self. 

There is no sharp line between 
the advertising man and the sales- 
man, the research analyst and the 
copywriter. All of these, together 
with numerous others, must work in 
close harmony if the ultimate ob- 
jective of selling the most at the 
smallest cost is to be attained. 

Mr. Nielsen never written 
copy for advertisements radio 
shows; but it is safe to say that the 
information he has collected in his 
studies of retail sales and of radio 
listening habits has probably influ- 
enced as much printed and spoken 
advertising and sales effort as that 


the 


is 


so 


has 
or 


But he is not an ad-!of any man alive. 


Consumer Meeting a Sell Out 


There is still a numerous, but hap- 
pily a constantly shrinking group 
xf advertising and merchandising 
men who feel that too much em- 
phasis has been placed on the con- 
sumer movement, and that the 
movement is small and insignificant. 
Stop paying so much attention to it, 
they say, and it will die out, as so 
many other crank movements have 
died out. 

Perhaps the most effective illus- 
tration of the virility of the con- 
sumer movement and the interest 
in it, especially among educators, 
is contained in the penny post card 
which came to us the other day 
from the Institute for Consumer 
Education at Stephens College, 
where the second national confer- 
ence on consumer education to 
be held April 1-3. 

“We have made a reservation for 
you,” the card says, “at the home 
of Mrs. W. S., since hotel accommo- 
dations have been exhausted.” 

It true, of course, that the 
town of Columbia, Mo., is not 
noted for its ability to handle 
hordes of visitors, but it is never- 
theless an interesting commentary 
on the interest in consumer educa- 
tion that hotel accommodations are 
exhausted two weeks in advance of 


1S 


is 


the conference, and a scant week 
after the first call for 
was mailed. 

By the same token, it would seem, 
from the paucity of and 
advertising representatives the 


reservations 


business 
on 


program for the conference, that 
important business men are _ too 


busy to devote their time to such 
“minor” activities, although it is our 
understanding that efforts were 
made conference officials to 
secure a much more adequate rep- 


by 


resentation of business views. Noth- 


worth while be 
by 


gent criticism 


ing can accomp- 
ignoring decent, intelli- 


On the other hand, 


lished 


business and consumers both may 
gain immeasurably by free and 
frank discussions of their mutual 
problems, leading to a greater de- 
gree of confidence and mutual 
understanding. 


Thus it would seem wise for out- 


standing business men who are 


| given the opportunity of presenting 
| the of the picture 
| before groups grasp 
| the chance to enter into discussion 
|} with educators and not as 


business side 


consumer to 


others, 


| witnesses subject to cross-examina- 


| tion, but rather as qualified experts 
| presenting a point of view too fre- 
quently overlooked at such gather- 
ings 


For this com- | 


TREMENDOUSLY EFFECTIVE SAMPLING DRIVE 


—Collier's 


S omemeenentiiane 


Ad-libbing 


| In-Again-Out-Again 


Not long ago this column chron- 
|icled the appeal of Everts Drilling 
Company (via a half page in the 
Wall Street Journal) for a mere 
fifteen grand. The money, said “Mr. 
Everts” at that time, would be an 
investment that would compare fa- 
vorably in potentialities with Ford 
stock circa 1908. In_ short, it 
was the chance of a lifetime for 
|someone whose spare dough was 
burning a hole in the pocket. And 
| “Mr. Everts” wanted his additional 
capital quick. He needed it. 

But a few days after that he was 
regretfully forced to realize that, 
| badly as he might need the fifteen 
grand, he needed a lawyer far 
more. For “Mr. Everts” had run 
afoul of the SEC. He said he was 
sorry, again using the Wall Street 
Journal as his medium to tell the 
financial world. “I sure didn’t know 
|I was breaking any law,” he told 
ithe Wall Streeters. “If you have 
written to me I am sorry for what- 
ever trouble or disappointment I 
have caused you. But the offer is 
hereby publicly withdrawn.” 


Tariff Experts Wanted 


There’s a new field waiting for 
copywriters, artists and other ad- 
vertising experts, correspondent 
believes. This gentleman cites 
an example a sentence that could 
never be written by an advertising 
man, a juicy titbit from 
Freight Traffic Redbook. It’s rule 
six governing the tariff. Take a 
deep breath and read on: 

“Subject to the provisions of 
Notes 1, 2, 3, and 4 below, from any 
point of origin from which a com- 
modity rate on a given article to a 
given destination and via a given 
route is not named 
which point intermediate to a 
point from which a commodity rate 
on said article is published in this 
tariff via a route through the inter- 
mediate point over which such com- 
modity rate applies to the same 
destination, apply from such inter- 
mediate point to such destination 
and via such route the commodity 
rate in this tariff on said article 
from the next point beyond from 


as 


is 


destination via the same route.” 


| vidual. 


the | 
| Short 


in this tariff, | 


which a commodity rate is published 
herein on that article to the same 


Thus, the would-be computer of 
the tariff is only slightly more be- 
wildered at the end of 123 words 
than he was before he _ started. 
Why not, asks this correspondent, 
employ gifted writers as well as 
tariff experts in the presentation of 
such material? This same technique 
might apply to the wording of 
statutes (the constitution excepted) 
and to other wordy writings. A 
clearer understanding of the law 
would help to create better citizens 
and might thus give one phase of 
advertising credit that it has not yet 
received. 

This same correspondent, being of 
Austrian birth, recalls that in the 
early part of the 19th century, Em- 
peror Ferdinand’s military experts 
sought the collaboration of the poet 


Grillparzer in setting up a new rule | 


book for the military service. So 
well did this collaborative effort 
work out that the same rule book 
remained in force with but scant 
changes until the end of the first 
World War. 


“Wife Won't Support” 
It’s pretty well known by now 
that the best way to land a job with 


a situation wanted ad is to describe 
oneself as a thug, ex-convict, wife- 
indi- 


beater and extremely lazy 
This piece of copy, how- 
ever, apparently sets a new high in 
reverse pressure selling. It ap- 
peared in a Los Angeles paper: 


“Man, Colossal Position Wanted. 
salary. 
Clumsy, fat, lazy, ugly old man 27. 
education or 
Wife won't 
Could do accounting if I 
had a brain. Manual labor too hard. 
accepted before noon as 


hours and excellent 
Vile disposition. No 
worthwhile experience. 
support. 


No calls 
would interfere with my sleep 


” 


We trust he was able to find an 
characteristics 


employer whose 
match his own. 


Jottings 


Sutton Music Shops, New York, 
has issued a pleasant little folder, 
asserting, “We may not be the big- 
the 
friendliest music shop.” It also dis- 
cusses informally and frankly the 
question of records versus radio for 
“pro- 
gram of fun” and winds up with a 


gest but we certainly are 


children, suggests a record 


map of the Sutton Place district . . 


ee 
<a 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
| panies sponsoring them, or through 
| ADVERTISING AGE, by any nationa] 
|advertiser or advertising agenc, 
executive writing on his busin g3 
letterhead. 


| No. 1608. Facts in Food and Gr 
cery Distribution—1940. 


The Progressive Grocer has i 


led 
this booklet of facts based on the 
publication’s tenth annual survey 
of food distribution. It contains 


| tables of principal food and grocery 
trade statistics, a review of the past 
year’s distribution trends, and facts 
about The Progressive Grocer and 
its position in the food-selling pic. 
ture. 


No. 1609. Techniques in Tra: 


tation Advertising. 

Users of transportation advertis- 
ing have contributed to make this 
brochure, issued by Barron G. Col- 
lier, Inc., an interesting source of 
ideas. Many different techniques 
are discussed, with examples i!lus- 
| trating the points. 


DOT- 


| 

| No. 1610. The Greatest 
Selling Force in the 
Jewish Market. 


The Jewish Examiner, Brooklyn, 
|N. Y., has issued this study of the 
market it serves. The booklet con- 
tains a circulation breakdown, facts 
| about the paper’s editorial program 
|and reader response. 


No, 1598. 
Too, 


In this new folder, Tourist Court 
Journal tells about the market for 
foods and equipment provided by 
the 9,400 tourist court cafes and 
coffee shops which feed 480,340 
customers a day. In addition to 
statistics on the operation of these 
eating places, and a list of items 
purchased by them, the folder tells 
about the Journal’s three-part mer- 
chandising program. 


No. 1583. Providence Market Data. 


The Providence Journal-Bulletin 
| has issued this data book on Rhode 
Island and the Providence market 
dealing with people, homes, income, 
manufacturing, etc. There is a 
breakdown of newspaper coverage, 
and a reader survey with graphs 
showing reader interest, page by 
page, for specified issues of the 
Sunday Journal and evening Bul- 
letin. 


Single 
Anglo- 


The Tourist Must Eat, 


|No. 1594. 
ket. 


This brochure, prepared by John 
W. Cullen Company, tells all about 
the Ohio Select List of non-metro- 
politan newspapers. It covers pop- 
ulation, sales, and farming and in- 
dustrial activity for the state a8 4 
whole, and then gives the Ohio Se- 
lect List’s markets alphabetically, 
page by page, with maps and data 
on the newspaper in each area 
Available without charge only to 
national advertisers and recognized 
advertising agencies. 


Ohio’s Small City Mar- 


Home 


No. 1579. The 
Market Book. 


An impressive job has been done 
by The American Home in this 
market book which defines and 
maps 94 metropolitan districts of 
the country and their retail shop- 
ping areas. Each district carries ¢ 
tabulation of population, ret 
sales, buying power and homes 
with a specially prepared m™aP 
which correlates the data. The 
book is available without chars 
only to national advertisers a”? 
their advertising agencies. 


American 


No. 1595. Memphis Retail quot 


Permit Holders. 


The Commercial-Appeal 

Memphis Press-Scimitar have 
sued this alphabetical comp! 
of the 157 liquor stores opera‘ : 
Memphis. The list provides na™ 
of store, permit holder and licen 
number 
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© Chapter One 


Oatie was a friendly fel- 
low .. and a good cereal, 
too. The first day of his 
appearance on Grocer 


Grimes’ shelf he made 


friends with a box of 
Zippo. But that friendship 


was short lived... . 


Chapter Three 


Then came Judgment 
Day for Oatie . . for the 
manufacturer who pro- 
duced him .. and for the 
salesman who sold him. 
“Next time they tell me a 


cereal's going to be ad- 


vertised, I'll remember to 


ask where,” opined Grocer 


Grimes. 


True, Oatie'’s case is a sad one. However, if you happen to be 


- an Oatie maker, all is not lost. At least not in Los Angeles. In this 


ne city of sunshine one newspaper is famous for selling cereals . . as 
: well as other foods, furnishings, cars, clothing . . in fact everything 
‘ that families buy! That newspaper is The Times. Its circulation 
: (largest morning circulation on the Coast) is 85% carrier delivered. 
he 


It is read in the homes of families who do two-thirds of Southern Cal- 
ifornia’s buying! So, to keep Oatie on the move, talk about him in 


the newspaper that parades products right out of stores into homes. 


LOS ANGELES TIMES 


REPRESENTED BY WILLIAMS, LAWRENCE & CRESMER 
NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO 


© Chapter Two 


.. Forit seems that no 


sooner would Oatie get to 


know the box next to him 
than his neighbor would be 


taken away — bought by a 


customer! Box after box of 
Zippo went out — but Octie 


stayed on and on.... 


© Chapter Four 


So the consumer never 
did get Oatie . . but the rub- 
bish can did. A pity, too, for 
Oatie had a lot of good stuff 
in him—but the right people 
never knew it. And thus 
ends the story of a mighty 
fine cereal that never had 


a chance. 
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DuPont Air Show 


Wins Favor as 
School Material 


‘Cavalcade of America’ 
Gains Unusual Success. 
in Education 


duPont has promoted the series to hours of preparation on the part of | 


educators, with the result that some 
teachers make the program 
quired listening” for their history 
students, others assign composition 
work based on _ the_ broadcasts, 
while science teachers recommend 
the “stories of chemistry” which are 
part of each program as an ad- 
junct to classroom work. 


c 


Authentic Material 
The sponsor and its agency, Bat- 
ten, Barton, Durstine & 
New York, take particular pains to 


dig up unusual historical facts for | 


Wilmington, Del., March 20 | dramatization on the weekly pro- 
\ithough scripts for a number of| gram. Its staff for the 1940 series 
commercial radio programs have | includes Dr. Frank Monaghan, as- 


been used in school books, probably 


no advertiser has enjoyed the suc- | 
ess in the educational field of E. I 
iuPont de Nemours & Co. in con- 


nection with its “Cavalcade of 
America.” 

Two school texts, consisting en- 
tirely of “Cavalcade” scripts, have 
been published by Milton Bradley 
Company of Springfield, Mass. Each 
sells for $2. The Texas State Board 
t Education recently purchased 
40,000 copies of the first book for 
use throughout the state school sys- 
tem. 

The program was instituted in 
1935, and was returned to the air- 
waves after a layoff in January of 


sistant professor of American his- 
tory at Yale, as historical super- 
visor; and Marquis James and Carl 
Carmer as writers. 

The duPont formula for the show 
is a far cry from most commercial 
radio fare. Dramatic interest, 
torical significance and 
authenticity are emphasized. 
information on important characters 
and subjects is featured. Builders 
of the programs try to eliminate the 
well-known facts from the pages of 
history in favor of fresh material. 

New research is often required to 
uncover material for 
broadcasts. 
which ultimately reaches the air 


this year. Ever since its inception, 


each week represents more than 200 


“re- | 


| Wylie’s 
| Broadcasts of 1938-39,” includes a 


"B&B Adds Reeves 


historical | 
New | 


“Cavalcade” | 
The half-hour show | conn 
nt) 


the producers. 

The program is heard on Tuesday 
evening at 9 o’clock over 92 stations 
of the National Broadcasting Com- 
pany. A special network, includ- 
ing both Red and Blue network sta- 
tions, has been devised for duPont. 


| Four cther outlets, unable to carry 


the program at its regular time be- 
cause of previous time commit- 


ments. carry a transcribed version 


| of the show. 
Osborn, 


The “Cavalcade” series has been 
cited annually for the past three 
years in polls by the Women’s Na- 
tional Radio Committee and the 
radio committee of the American 
Legion Women’s Auxiliary. Max 
radio anthology, “Best 


“Cavaleade” drama on Peter Stuy- 


| vesant as the best historical play of 


the year. 


Rosser Reeves, formerly copy 


chief of Blackett-Sample-Hummert, | 


New York, 
department 
New York. 


Lektrolite to Lefton 


Lektrolite Corporation, Stamford, 
has appointed Al Paul Lef- 
ton Company, New York, to direct 
advertising of its cigarette lighters. 


has joined the copy 
of Benton & Bowles, 


Business | 
refuses to be 


_ stopped 


Cre Geogr 


cannot sto 
116 Sales 


by 


rivers 


pp t 


leap over 


into 557 towns in the 49¢/ State 


The Globe-Democrat carries your ad- 
vertising not only fo Stlouisans but to 
the responsive families 

throughout this market 


8c 
PUBLisne a's STATE ment 


hical boundaries \=--- 
flow of merchandise -- 
mountains ne 
and span rivers as if those barriers 
did not exist -:- 


Sales in the St Louis market reach - 
throughout the city and far State (C2 
att 
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|are Bakers’ Helper, 


February, 
1940 


February 
1939 


$217,867,274 $194,791,2 


Total 
‘Four and 8S weeks ended Feb. 


4 
tFour and & 7 


weeks ended Feb. 17. 


FEBRUARY SALES OF CHAIN STORES 


59 + 11.8 $426,424,247 


o 


o Gain 


or Loss 


2 Months 2 Months < 


1939 


Edison Stores..$ 1,472,337 $ 1,444,364 +1.9 $ 2,769,543 $ 2,760,300 
remt.. Ge. Baas 6,109,000 5,748,120 + 6.3 12,040,024 11,279,188 
Green, H. I.... 2,093,445 1,959,452 -+6.8 4,218,820 3,957,802 
jJewel ... ‘er 2,075,044 1,881,83 +10 4,084,516 3,741,81 

Kresge, S. S.... 10,115,540 9,547,104 +5.9 19,664,193 18,810,098 
Kress, 8. H , 5,603,117 162,532 8 10,903,471 10,217.98 

7Kroger Groc,. & 

Baking Co 18,027,803 7.6 537,604,106 35,196.74 
Lerner Stores 2,134,693 -8.8 4,572,510 7 
McCrory Stores. 2,997.94 2,737,952 +9.5 5,765,349 7 
McClellan Stores 1,312,150 1,261,181 + 4.0 2,619,729 $ 
Murphy, G. Cc 3,134,123 2,752,150 13.9 6,216,789 . 
tNat’l Tea Co... 4,863,378 4,221,770 +15.2 9,526.93 ‘ 
Neisner Bros 4 1,342,229 1,208,782 +11.0 2,626,326 
New Derry, J. d.. 3,255,661 2,989,675 +- 3.9 6,265,655 y 
Penney, J. C 16,031,676 14,613,891 9.7 34,324,676 
tSafeway Stores 29,972,022 27,800,359 +7.8 57,078,916 ' 

| Spiegel, Inc..... 3,623,016 2. 888,011 +2: 6,662,433 é 
Sears, Roebuck 
| & Co, a 40,835,748 34,900,544 +17.0 78,603,137 66,397,4 
| Walgreen Co... 5,970,914 1,647,079 5.7 11,835,037 11,293,7 
|W ard, Mont- 

gomery & Co 30,530,347 24,964,107 +-22.3 60,514,377 49,732,¢ 9 
Western Auto 
Supply Co 2 691,000 2.214.000 +21.5 5 849 000 $581.00 
Woolworth, 

Ps Ws bean - 22,116,703 20,685,859 +6.9 42,628,705 40,338,514 


Pepsi-ColaNames February Sales 


Official to Win 
Negro Market 


New York, March 19.—Herman T. 
Smith, who has been prominently 
connected with Negro newspapers, 
has been appointed by the Pepsi- 
Cola Company, Long Island City, 
N. Y., to plan and perform sales 
promotion activities for Pepsi-Cola 
in the Negro market on a national 
scale. 

In announcing the appointment, 
Walter S. Mack, Jr., president of 
the Pepsi-Cola Company, said: “I 
have long felt there is a more im- 
portant place in industry for the 
Negro than heretofore accorded him. 
The Negro market is a tremendous 


| market in this country and what is 


more logical, therefore, than a 
Negro who knows the buying habits 
and economic problems of his people 


aiding in the development of the 
Negro market, for any product? 


Certainly, corporations who do a 
substantial amount of business with 
the great urban and suburban col- 
ored populations of this country 
cannot help but better their rela- 
tions by giving recognition to cap- 
able men and women of the colored 
race. And apart from industry, 
free opportunity for all was a fun- 
damental in the founding of this 
nation as a democracy.” 

Mr. Smith is opening his program 


direct a_ series of 
throughout the South after which 
he plans promotions for Negro com- 
munities throughout the country. 
American Asphalt 
Increases Schedule 


American Asphalt Paint Com- 
pany, Chicago, is releasing the larg- 


est business paper schedule in its | 


history with the possibility that ad- 
ditional media will be used in other 
fields during the summer and fall 
months. Potter Advertising Agency. 


Chicago, is handling the account 
with Robert E. Potter as account 
executive. 


Publications already scheduled 
Beach & Pool, 
Review, Flor- 
Industries, Iron 
Mill and Fac- 


Canner, Equipment 
ists Review, Food 
Age, Laundry Age, 


Power, Public Utilities Fortnightly, 
Public Works. Textile 


Waterworks Engineering 


Atlantic Refining 
Using Newspapers 

Approximately 300 daily news- 

| papers throughout the Atlantic Re- 
|fining Company’s marketing area, 
covering the Atlantic seaboard from 
|New England to Florida and ex- 
| tending west through eastern Ohio, 
|are being used in a special cam- 
paign which began 
publicize intensive road tests 
| being conducted by Atlantic 

West Palm Beach, Fla. 

The series will consist of 28 ad- 
vertisements, employing a “pictorial 
news” treatment to bring out vari- 
| ous results of the tests. 


| 
| 
| 


| 


of Chain Stores 
Show 11.8% Gain 


New York, March = 21.—Chai; 
store sales continued their up 
trend during February, according 
reports received by ADVERTIsIN 
AGE this week, which showed 
22 major companies reporting in- 
creases over 1940 totals. Total sak 
for the group were $217,867,274 
compared with $194,791,259 in 19 
a gain of 11.8 per cent. The tot 
for the two months of 1940 
showed an increase of 11.6 per ce 
over 1939. 


dentally, is now reporting its 
by the month rather than by four- 
week periods. 

Other chains to report sizabk 
creases over 1939 were Spiege! 
per cent; Jewel, 10.3 per cent; Ni 
ner, 11 per cent; Western Auto, 21° 
per cent, and Safeway, 7.8 per cen! 

Figures for the individual sto: 
are shown in the accompany! 
table. 


AMA Sponsors Sales 


|torv, Milk Dealer, National Carbone | 
lator, National Petroleum News, Na-| 
| tional Provisioner, Nation’s Schools, | 


World and | 


March 14 to 
now 
near 


The sched- 


| ule calls for insertions from two to 


| five times a week. 
Son, Inc., is in charge. 


N. W. Ayer & 


Presentation Contest 
Sales presentations for selling * 
|dealers, to consumers and fo! 


| : P oe 
Adee .,, | dustrial companies, will be judge 
at Birmingham, Ala., where he will lin a 


contest sponsored by t 


promotions | American Management Associat 


The closing date for entries 
March 30 and the winners will | 
announced at the association’ 
nual marketing conference at Hot 
Roosevelt, New York, April 24-2 


Knox to Address NNPA 


| Colonel Frank Knox, publish: 
the Chicago Daily News, wil! 
featured speaker at the annua 


vention of the National News ! 
Promotion Association at the W 
dorf - Astoria, New York, A 
22-24. 


KAUFMANN & FABRY CO 


Outstanding among the gai 
were those shown by Sears and 
Ward, reported more fully else- 
where in this issue. Sears, 
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. jents lost 1.6 per cent in volume as | addition, many combination stores cooperating in the survey 54 per! the fee was $25 and less. Beer- 
A&P Again Back |compared with 1938, while the! now carry frosted foods at intervals, | cent carried fresh meats handling stores averaged annual 
| chains picked up 9 per cent. Some particularly fish and poultry. These Other interesting facts about these | sales of $76,306, as against $49,532 

| of the larger and well managed in-| figures indicate that there were pace-setting stores are as follows: | for all stores. 


pe 31 . ~~ , . . 7 ) eo . 5 Y > > » - 1 
{0 Annual Sales | dex —— sige He beg Bye to ~ | more P — l »,000 independent |77 per cent gave delivery service; 
| Crease sales, bu he 200, sma irosted food outlets in the United | a¢ . . ies W ; I Pe) 
: : 6 per cent carried charge accounts: Luhrs hi = Ww 
|and less progressive establishments | States at the close of 1939. 4 per cent ld fo h onlv: 80 ag ne ell 
' ‘ s* er cent soit Or Casi oO! rr Tietoy ihr . oy] 
tt |had hard sledding. Progressive Grocer found that . 1 ’ ~. ities Victor Luhrs, formerly with J. M. 
0 00 | ion food tore ire e p! s : _ ] er cent handled cigarettes: (16 pel Mathe S, Ne Ww York, has joined the 
— 4 f stores ; mploying more . , r,t 
New Frosted Outlets Pht cent sold fresh meats; 26 per cent; copy department of White-Lowell 
women, since they usually have : 


Frosted food sales expanded | 1andled frosted foods; 12 per cent, Company, New York. Julian Mar- 


better grasp of the customers’ prob- : vell . 2 = . 8 
: steadily among independents in|, sold beer, and 47 per cent were | Well and Ellis Bowden have joined 
C 7 al s lem lan t met ’ aie deri clhscsin he researc » ’ ‘ j 
Grocery Paper Gives i939. and presumably among chains . + U ' do ' : embers OL \ oluntal VY and ¢ oopel G : a Hi, = 2 : . — yee — ronan 
a | ss * cl Iis! cil | ( ’ Ty: i 
Picture of New Trends also. Of over 3,000 stores surveyed How Leaders Operate tive groups. ment — es oye 
. * by Progressive Grocer, 26 per cent} Combination stores which sell rhe number of independents sell 
in Food Field Miss 


reported carrying frosted foods in| both groceries and fresh meats are 


: l ing beer apparently has a direct BAB Ad . 
substantial quantities, about half | rapidly becoming the predominant | relation ds Doris Abel 


to the size of the license 


York, March 21.—Expansion | that number stocking a complete! type of food stores, it said. The | fees, the survey indicated. Where! Doris Abel, formerly in the ad- 

uper markets and heavy em-||I:ne including fruits, vegetables, sea | percentage of such stores among its| such fees were more than $50, the, \°'US!Ns department of Saks-Fifth 

phasis on long-profit private brands | toods and meat. When a similar wn readers has increased from 44} nmumber of stores stocking beer wa AvenDe, _— ane _department 

nabled the Great Atlantic & Pa-| check was made in 1937, only 16} per cent in 1933 to 68 per cent in| only 3.4 per cent of the total, vic or ooaes . Kn Mg ~ sha 
Tea Company to stage a great| rer cent carried frosted foods In | 1939. Of the country general store: ontrasted with 20.5 per cent where | York : oe see 


eback in 1939 ane approximate 
re-depression volume of a bil- 
dollars, according to “Facts in 
Food and Grocery Distribution,” 
ied by Progressive Grocer. 
he grocery paper, which is ad- | 
ittedly pro-independent, declares 
that the huge A&P operations are 
tending toward a monopoly” and 
added fuel to the flames of 
nti-chain legislation, enhancing 
the chances for passage of some 
ich bill as the Patman tax pro- 
posal. 

“The price wars and general de- 
moralization that characterized the 
last half of 1939,” said the survey, 
“have in them the seeds of a po- 
litical uprising that may express 
tself in stringent legislation aimed 
primarily at A&P, but which will 
catch in its meshes many more eth- 

| operators.” 


WHAT'S THE BEST © 
BUILDER-UPPER / 


JOURNAL SPACE 
ABSOLUTELY! 
YOUR RETAILERS ALL 
THRIVE ON IT 


Profits Are Scarce 


i Estimated food and grocery sales 
1939 aggregated $10,215,000,000, 
the survey reports. Independents | 
: iccounted for $4,990,000,000; chains, 
$2,900.000,000 and specialty stores, 
$2,325,000,000. The total represents 
two per cent gain, with tonnage 
increasing three per cent, but dollar 
sales reduced by lower prices. This | 
19389 volume was larger than any 
recent year except 1937, but left 
the majority of the outlets without 
: profit 
“The spread between producers’ 
prices and consumers’ prices was 
ne of the narrowest in recent 
years,’ the survey reports. “Not 
nly was there no profiteering fol- 
lowing the outbreak of the Euro- 
pean war, but the spread between 
arm and retail prices was actually 
less after the war began than be- 


From the merchandising view- 
point, the report continues, the out- 
tanding characteristic of food dis- 
ution in 1939 was the speed with 
which chain stores opened new self- | 
ervice units, many of them large 
iper markets More than 5,000 
units were closed during the 
year, being replaced by more than 
1.000 new self-service stores. 
\t the end of 1939, the competi- 
live situation between chains and 
ar ie te cae “Ihe lattes sar. made the 12th consecutive year that The Journal has led in both local 
nering 63 per cent of the grocery 
mmbination store business, and 
= ha 37 per cent. The independ- 


@ To build sturdy sales-figures Portland’s leading grocery outlets 


depend on The Journal year after year. The twelve months of 739 


and national food linage. (See Media Records figures on the right.) 


The retail linage figures are extremely pertinent to you. They represent 


NEW YORK CHICAGO the expenditure of men who live here and know this market intimately, 
’ who must get spot results for every advertising dollar they spend. In 

d BALTIMORE 7 | - | 
an _ J a very positive and overwhelming way they say The Journal is the 
advertising agencies one best newspaper buy. They are selling your product. Your sched 


place more business on ule in the paper they use is the most productive thing you could do 
WFBR than any other 


Baltimore radio station! 


for them—and yourself. 


T H E J ( UR IN A L - DAILY NATIONAL E 
GROCERY LINAGE 
GRC oo 


Portland’s Afternoon Newspaper MONTHS 
PORTLANOD*?® OREGON 


REYNOLDS-FITZGERALD, INC., WATIONAL REPRESENTATIVES 
WEW YORK + CHICAGO + PHILADELPHIA © DETROIT 
SAN FRANCISCO + LOS ANGELES * SEATTLE 


tote, 
Ss 
ee 
wt 
I 
fee 
Vea 
the 
5 ee 
ae 
| CAN BUY? Go Us 
ii he ae 5 N 
| ‘ 7s >. i o 
7 Ds i. 5 7 
. . . 4 a | ‘Ls ™ — 
‘ a a ‘ ( ; . 2 
ON . . ? Bi om ; Ee a ‘ th a S, ' 
a rr ee , vv se oe 
ae OM " Ay CF - it 
cae ee AG. ' ; un A : oe ae 
AR ‘ - ff ie it 
‘ ese ye a . / ‘ Y - BA. at Fore a 
My. SS . tin. —_ 
b> 4 | ' Ps a ae . cf A 
: ie pee aaa Pia 
‘ ft 3 ; a a , he en. ae ss fia 7 
l “rl . z 4y we . .7 ih ? ' Ry A 
4 ‘ ign : 3 Sak hs oa 4 =: i 
( rs vd be > ar 
an a ~ 
party RE "e AGE .. 
% n ra 
THE yOURNAT ae 
ee aa 
ee | LINES * 
TO 
THE OREGON 
397,100 Ll qvertising 
total food a portland 
+ ot a\\ bn” ‘a be Gund ay: ex- 
that - rs daily 2" Weekly and cai 
Po newsPaP™: america” e 93.1"! aPp- ie 
clusive Maget'™™ ssion: , 
IN This weershe daily edit! 
eat 
aacrinoet\) 
\ /7. 
Nel, ; } 
| | 
‘ iy 
>| MATIONAL REPRESENTATIVES, ——————__— | : } i hada : 
ENBC RED NETWORK §f THE OREGONIAN... . eo 
P ot THE © + 198,497 Lines 
By Oe te ae gee” ae oe MRE TR a ee Oe A taal: Tom gene Te Oe i 
— J ee . eae... FS ae RE a ee a eS he aes vine NS Sie toe ei ae: iy ae A. Mcgee cceiha d FRO SO & Seg Pete 


— 


16 


ADVERTISING AGE 


March 25, 1949 


Consumers Claim Business 
Needs a ‘Social Instinct’ 


Attainment of This Ob- 
jective Will Solve Prob- 


lem, Says Spokesman 
[In line with its belief that free 
and frank discussions, with all 


shades of opinion adequately repre-| 
| the 


sented, will aid 
bringing about cordial rela- 
tions between consumer groups and 
advertisers and a feeling of mutual 
confidence and trust, thus in the 
greatest measure “solving” the con- 
sumer problem, ADVERTISING AGE 
presents here the candid views of 
one of the founders of the Consumer 
Education Association, and the edi- 
tor of its official journal. Comments 
of others will appear from time to 
time.] 


immeasurably im 
more 


By EDWARD REICH 


Editor, Consumer Education 
Journal 


illusion of adver- 
they are the vic- 
consumer movement 


It is the great 
tising men that 
tims of the 


'sumption. It is 


und consumer education, that they 
are bearing the brunt of the attack, 
that the greatest need 
of reform, etc., etc. 

There is real believe 
that such a_ picture altogether 
askew. It so happens that adver- 
tising is the screen behind which lie 
real problems. The 
catching most of the dirt. 

For thirty and more centuries 
business men have been the hard- 
headed, selfish practical men whose 
prime interest lay in getting well- 
heeled. Despite all chicanery, the 
motive of business is above all per- 
sonal gain. But slowly, ever since 
the latter days of the Industrial 
Revolution, business has become in- 
volved in a social problem that it 
refuses to recognize. 

The educated business man may 
recall Adam Smith, who wrote in 
his “Wealth of Nations” in 1776 that 
the end of all production is 
this failure to 
recognize the simple fact that an 
economy does not rest on produc- 
tion but on consumption that 


they are in 


reason to 


screen 1S 


+ 


COll- 


hus 


gotten business into the throes of 
what it believes to be a consumer 
movement. To achieve stability, a 
broad base is essential. Business 
men have attempted to delude 
people into believing that what is 
good for business is good for the 
consumer—an obvious attempt to 
tell people that if you stand a pyr- 
amid on its point it will be well- 
balanced. 

The folly of such thinking will 
continue to handicap business and 
its temporary goat, the advertising 
man. A pyramid stands broadly 
on its base. A stable economy rests 
broadly on the great mass of indi- 
vidual consumers. The greater the 
welfare at the base, the sounder 
the structure on top. The more un- 
steady the people at the base, the 
shakier the whole structure. In our 


day we find the base shaky. In- 
come and consumption are not 
stable, employment conditions are 


bad, but advertising for two decades 
has been hammering away at hu- 
man impulses to enjoy more of the 
good things that industry can pro- 
duce. The man at the base of the 


pyramid is ready to use everything | 


industry will give him. He can’t 
buy. 
There is your consumer move- 


ment, Phase 1. 
If the man or woman at the base 
ot the pyramid complains that 


Detroit 


and brings the total to 380,000 
ployed in factory work, alone! 


Automobile production for 
1940, 


New York: I. A. KLEIN, Inc. 


represents a gain of nearly 40,000 workers 


totaled 412,000 units—the second 


Factory Production, Employment, Passenger 
Car Deliveries—All Substantially Above Feb., 1939 


Of all the six major industrial regions in 
the United States, the Detroit area in 1939 
was the only area to register an increase 


Is Going—and Growing— 


highest February production in the history 
of the automotive industry. 


in factory employment over 1938. Detroit's Detroit is growing, and buying. And 
gain was 28.7%! The Detroit News is keeping pace. With 
ee , ; ‘ the high F i i 
Guitianinn tis sesh once th 199, Do- the highest February weekday circulation 
“aggre . . in its history; the highest February Sunday 
troit’s industrial employment index for ° Taye 
; circulation in 10 years, and an ALL-TIME 
February stood at 110.7 as compared with high in Home Delivered circulation*. Th 
99.3 for February, 1939. This increase . ee eee 


News now offers advertisers access to 
more homes in this rich, prosperous market 


Test 


now em- : ; 
than it has ever before been possible to 
reach through any one newspaper. 
February, your sales plan in Detroit—and in The 


News—now! 


Chicago: J. E. LUTZ 


* The Detroit News bas the greatest ABC recognized home delivered 
circulation of any newspaper in the United States. 


The Detroit News 


THE HOME NEWSPAPER 


si eons. 


ee 6 


——— 


ALL TYPES OF NEWSPAPER LINAGE SHOW GAIN _ 


FEBRUARY 1940 - 1939 LOSS GAIN 
CLASSIFICATIONS ae 10 20 30 40 
RETAIL E.N% | 
GENERAL 122 | 
AUTOMOTIVE 22.2 | 
FINANCIAL 6.5 
Total DISPLAY 8.2 
CLASSIFIED 5.3 
ToTAL ADVERTISING 7.6 
DEPARTMENT STORES 8.0 
JANUARY | To FEBRUARY 29, 1940 - 1939 
RETAIL 3. | 
GENERAL 5.1 
AUTOMOT IVE 36.8 
FINANCIAL 1.9 
ToTaL DISPLAY 4.9 
CLASSIFIED 1.3 | 
TOTAL ADVERTISING 4.1 
DEPARTMENT STORES 4.6 
0 10 20 30 40 


Every classification of newspaper advertising, paced by automotive, showed sub- 
stantial increases over last year for both February and the January-February 
period, this chart by Media Records, Inc., shows. 


| business 


of in 
schools, high schools, colleges, adult | 
| consumer educators. 
'tack on 

It is in-| especially 


| a fashion in the colleges., 


| labels are bad, goods shoddy, adver- 


tising dishonest, bear in mind that 
has not solved its very 
subtle social problem. The weight 
of competition, duplication of effort, 
increasing costs of distribution lie 
on the shoulders of the consumer. 


_ When business cheapens a product 


to compete better, the victim is the 
consumer. When business sells a 


} | product on the basis of romance, 


the victim is the consumer. Right 


down the line of evils, the consumer | 
| is the victim. 


Does a rating agency arise? You 
may call that the consumer move- 


;ment, Phase 2. 


Widespread Education 


Education in this country has at- 
teined a degree of spread not heard 
the world before—public 


schools. And all are free. Educa- 
tion has a tendency to mirror life 
very closely these days. 


| nizing. 
rific amount of energy in warding 


of attitudes result. Thus, a serious 
consumer problem is housing. When 
the student has read and discussed 
the whole problem of housing, he 
in a position to give a point of 
view, suggestions on a large scale, 
a critique of housing. However, he 
is not in a position to spend one 
cent wisely on his own housing 
problem. He is equipped with 
knowledge and an attitude. Eco- 
nomics courses will give him atti- 
tudes. 

It is attitudes that apparently 
hurt advertising men’s feelings so 
much because advertising itself has 
been the subject of much attitudi- 
They have wasted a ter- 
off attacks and, in fact, have at- 
tacked consumer’ education as 
though it were synonymous with 
the occasional attitude viewpoint of 
Mr. Falk’s at- 
consumer education 
wrong from this 


. . 
was 


angle 


evitable with our philosophy of | (Alfred Falk, educational director 


education that training for wise 
consumption become part and par- 
cel of our whole educational sys- 
tem. 

To organize 100,000,000 consum- 
ers is a job. To give consumer edu- 
cation in the schools to approxi- 
mately one quarter of the popula- 
tion is much less of a job, because 
each teacher handles, roughly, 


| America). 


of the Advertising Federation of 


He singled out the 


| titude of one able writer and mad 


|it synonymous 


with all that 


| being taught. 


(rather, gently) about 400 children | 


a year in the secondary schools and 


100 a year in the elementary schools. | 


In other words, if one-third of our | cific skill. 


800,000 teachers give a mild form 
ot consumer education in economics, 


home economics, hygiene, biology,| is skill education. 
marketing, arithmetic, and in spe-| specific 
| cific consumer education courses for | consumption. 


a decade, you have a vastly changed 
picture. 
At that 
Phase 3 
Advertisers how] at the New Deal 
the guilty party. At the 
crats. At the Reds. 
Absurd! Every one of the forces 


point you will have 


| 


Demo- | 
At Roosevelt. | 


that created the “consumer move- 
ment” has been with us for at least 
half a dozen decades. Chase and 
Schlink started nothing that wasn't | 
already there. Consumers Union 
did not invent the straw man that 
needed to be kicked over. It has 


been all there and waiting. 
What is going on in the second- 
ary schools? 


Current Consumer Education 


There is consumer education after 
There is 
a little in the elementary schools. 
The bulk of it is in the secondary 
schools, which house during the day 
about 6,500,000 young people. There 
is some education of this type given 
to adults in WPA schools and by 
labor groups. 

Generally speaking a good con- 
sumer needs, from the educators’ 
viewpoint, attitudes and skills. A 
student acquires a grasp of a whole 
situation and an attitude or a series 


Developing Buying Skill 


Now, let us discuss skills. It 
be all right to know what is wrong 
with the textile industry, but that 
will not help in the least when you 
are out to buy a bedsheet. To buy 
a bedsheet wisely you need a spe- 
Regardless of speciou 
studies made here and there, the 
great bulk of consumer education 
It is training in 
necessary in wis 
Such training 3s 


skills 


THIS FAMILY SPENDS 


174 MILLION 


- AYEAR! — 


Keach of through 


KFOM 


BEAUMONT, TEXAS 


CZ |) 


On the Air Full Time. 
Represented by 
International Radio Sales 
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Cahoon Joins Bluestone 


Brent F. Cahoon, formerly with 
O. S. Tyson & Co., New York, has 
been appointed sales and advertis- 
ing manager of Bluestone Studios, 
New York. Bluestone advertising 
photography, photo murals and art 
service will be featured in a direct 
mail and business paper campaign. 


|sales volume of $5,000,000 has 80,- 
| 000 complaints a year, the book says. 


Eliminate Cause 
of Complaints, cam der ke aner cak tates 
‘Advice to Stores _payroll and markdowns, the store’s 


adjustment manager is controlling 
Elimination |@ business which produces a net 
of the cause, rather than mere ad- loss of $80,000 a year, aside from 
justment of complaints, should be | S@¢Tifice of good will. 

the clear-cut goal of the department |, Most of the complaints are caused 


| 
given in all home economics work, | ing to make itself believe that a | 
in biology, in hundreds of textile pyramid stands more stable on the 
courses, in hundreds of consumer | point than on the base. But that’s 
goods courses, in hygiene courses, | folly, unmitigated folly. The base 
in sewing courses, in vocational | of the economy is the consumer and 
ys urses. The skills comprise those| consumption. A consumer, skilled 
associated with choice-making—of | in choice, possessing an income, a Pittsburgh, March 21. 
the many types of available goods, | citizen in a democracy, is the social 
which shall I buy? If it’s a choice) unit upon which the producer can 
between a washing machine and build wisely. The advertising man 
an electric mixer, which shall it be? | 


isn’t logically the focal point of at- 
A problem in choice-making. . . .| 


And if it is a pillow case, which | 
»illowease shall it be? What is its | 
thread count? How much sizing| 
" What is its tensile strength? | 

That is skill training. It is given 


nas 
Dea 


tack. The matter goes deeper. Pri- 
vate enterprise must learn to work 
out its destiny by cooperation with- 
in its own ranks towards the end 
of social good. And when private 
enterprise has achieved this, it will 


store, William J. Pilat, professor of 
retailing, University of Pittsburgh 
Research Bureau for Retail Train- 
ing, asserts in a new book, “The 
Customer Complaint Calendar.” 
The volume is based on results of 


by inexcusably inefficient methods, 
Prof. Pilat says. Out of every 100 
typical complaints, for example, no 
less than 36 are caused by delivery 
service, which either fails entirely 
or gets the goods to the customer 
long after they are promised. Errors 


Day Joins Rockwood 


Mrs. Alice B. Day, formerly pro- 
motion manager of American Home, 
has been appointed director of con- 
sumer relations of Rockwood & Co., 
Brooklyn. 


in all the textiles, in furs, in furni-|be high time for the advertising}Tesearch conducted by the Pitt) of this kind not only lose the im-|Swink Appointed 

ture, in rubber, in china, in glass} men to educate the consumer into bureau in collaboration with the mediate order involved, but fre- Howard Swink Advertisin 
and what not. It is a type of con-| what has happened. And that will National Retail Dry Goods Associa- quently involve other expense, such Agency Marion O.. has been po 
sumer education that is rarely | be Phase 4. the end of the consumer | tion. as that caused in locating the de- pointed’ to direct ’ advertising of 
known outside of the schools be-| movement. The average store with annual] layed order. 


Superior Coach Corporation, Lima. 


cause advertising has not attacked 
it as yet. 


Functional Cooperation 


In these courses students acquire 
the technical language that sales- 
people already use when they are 
adequately trained. In rare cases, 
such as Chatham textile products, 
| advertising men use the technical 
language and give percentage of 
sizing, thread count, etc. The con- 
sumer has acquired usable skills 
and the advertiser or seller labels! 
the product in such a way as to 
make the acquired skill function in- 
telligently. 

Skill and the Rating Agency 

Obviously, skill training has its 
limitations and becomes vulnerable 
at many points. To give adequate 
skill training to judge a refrigera- 
tor, an electric razor and an auto- 
mobile on the basis of technical 
merit is beyond any single course. 
This brings in the rating agency, 
which in some cases must be relied 
upon wholly for judgment. 

It is an error to denounce the 
eting agency. From the consum- 
er’s viewpoint, the rating agency 
must not only be shielded against 
attack, but it must be strengthened 
ind improved, financially and phys- 
ically. In one short period the Food 
and Drug Administration alone 
seized 16,000 pounds of cabbage, 138 
cases of peanut butter, 170 boxes of 

tonic, 144 boxes of candy, 678 
boxes of dental cream, 543 pounds 
100,000 tablets for med- 
use, several thousand packages 
of surgical goods, etc., etc., etc. The 
on ad infinitum. That they 
aught every undesirable article is 
unbelievable. Plenty is in circula- 
tion. And what of the thousands 
of things not stopped by the 
authorities? The consumer does 
need abundant protection. The rat- 
ing agency gives some of it 
: Rating agencies are not omnis- 
cient. They make errors. But, from 
the consumer’s viewpoint, they help 
to cut down to some extent con- 
umer errors and aid in eliminating 
propaganda from consumption. 


. Social Instinct Needed 


n This brings us right back to the 
é beginning. Business has not ac- 
quired its social instinct. What's 
- “ood for business is good for you 
still dominates its spirit. It is try- 


“Swell reading, Russ——but I 
wonder if it reaches enough 
people in the money?”’ 


“First question in eur space-buying, Bill. 
Main reason for putting NEWSWEEK 
on the list is an average income of 
$4,851 for more than 375,000 families. 


butter, 


ical 


+ 
t goes 


THE NORTHWEST'S LEADING RADIO STATION 


i, ll 


% NEWSWEEK'S family income (four times the national average) is a major 
reason why NEWSWEEK in March, 1940, tops all previous months in 
advertising revenue and income. Coming on top of twenty consecutive 


months of advertising increases, no wonder . . Now it’s NEWSWEEK! 
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March 25, 1949 


Voice of the Advertiser 


This department is a 


Beards Grow for Years, 
Then Get Trimmed 


the Editor: Our old friends 
“Trade” and “Mark” get their share 
of kidding, so perhaps it’s no more 
than right that they should get this 
rather unusual ‘“‘break” on position. 
It happened in the Los Angeles | 
Times, March 12. 
Lioyp L. STAGGERS, 
Commercial Bulletin, 


To 


Editor, 


Los Angeles, Cal. 

,ve? 

[t's Smith Day! 
To the Editor Attached is a 


clipping from the March 18 issue of | 


the Milwaukee Journal. 

For years you and I have seen 
the Smith Bros. but never until now | 
did we realize that they didn’t speak 
to one another. 

But “if you see it 


in the papers | 


MONDAY MARCH 18. 1940 


GLO 


Doo't let that cough due to s cold make you 


gioomy. Get pleasent reivef wich Seth Bros 
Cough Drape Black of Mearhoi—jus 5¢ 
Smith Bros. Cough Drops are the 
due to V > detcsency “ 


only drops containing VITAMIN A 


Vicamin A (Caroemne) raises the rescence of 


CHICAGO lv 
MILWAUKEE . ly. 11,07 om 
ST. PAUL .... Ar. 
MINNEAPOLIS Ar 


Hiawetbs type coaches, Beever Tail and 
Drawing Room parior cars, Tip Top Tepe, 
epacious 48 see! diners — delicious soe 
and 65¢ meals 


_ 
~ 
w 
3 


E Wieewnste Ave ond Mort Water & 
sP@uion trates, Phowes Dely 1666 Marquette 0110 


it’s true,” and here we have definite 
proof that gloomy Trade and still 
gloomier Mark are not even talking. 
Bos HAMILTON, 
Sales Manager, The Dumore 
Company, Racine, Wis 


v 
Well, It's a 
Horse Apiece Now 
To the Editor: When you “feel 
badly” on your editorial page (Ad- 
libbing, March 
feel bad. 
There is a particularly good rea- | 
son for verbs of sense taking adjec- 
tives instead of adverbs as modi- 
fiers. You can readily see that if 
one’s sense of touch were impaired 
he would then actually feel badly. | 
But in other cases he merely feels | 
bad, popular writers and stars of | 
the radio and screen to the contrary 
notwithstanding 
For earlier comment on this pet 
peeve of mine, see Printers’ Ink 
weekly, Dec. 8, 1940, Page 104. 
EVERETT BENNIE, 
Advertising Department, A. S 
Aloe Company, St. Louis 
[Editor’s note All right, 
Bennie, we concede your point. But 
how did you ever manage to get 
Printers’ Ink to print its Dec. 8 
1940, issue so early? | 
vy 


New Way to Apply 
Printing that Smells 


To the Editor 
application of 
ing that smell 


vy 


| 
18), you make me} 


Mi 


Here is another 
vour slogan, “Print- 

ells.” It’s a tourist 
booklet which was produced for us 
by the Metropolitan Press of Seattle 

I'm frank to confess I read about 
printing that smells, etc., in ADVER- 
TISING AGE last December and im- 
mediately went to work with Chuck 
McAllister of Metropolitan Press to 


work some adaptation of it for our 
use. Enclosed is the result. As the 
copy says, “fan your nose with it.” 

A few of the side roads we took 


before getting on the right road are 
enclosed for your information and 
for the information of anyone else 


| involved 
| begin a 


| fectants, 


| 
| scented 


| and 


reader's forum. 


Letters are welcome. 


MAKEUP MAN HELPS THE CAUSE ALONG 


the operation of 17 illicit stills in 
Rockland and Orange counties 


Beard-Trim Marks 
Man’‘s 104th Birthday 


PLACERVILLE, March 11. (®) 
Frank Coster Sr. celebrated his} 
104th birthday today by having 
his long white beard trimmed by 
one of his five sons. Coster says 
he was born ir St Maria, Por 
tugal. March 11, 1936, and came 
to the United States as # youth 
He has lived at near-by Pilot v. 
Hi!) for % years 


=] 
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OOLISH 


only drops containing VITAMIN A 


Vicamia A (Carorene) raises the resistance of 
mucous membranes of nose and throat to 


cold infections, when lack of resist- 


ance is due to Vitamin A deficiency. Mann 


The bearded Smith boys get position right next to what is probably the only 
beard item run in this newspaper for several years. 


| 
| who wants to try it. So far we're 


mighty enthusiastic about it. 

At the beginning we had only two 
qualifications: first, that the scent 
must be truly “evergreen”; and sec- 
ond, that it have a permanency of 
at least six months. Only two quali- 
fications but each was mile- 
high. True, such stunts had been 
done before with newspapers where 
the ink viscosity was such as to per- 
mit introduction of the scent into it, 
und where a permanency of aroma 
of longer than 24 hours was not re- 
quired; but, authoritative sources 
could not supply samples of scented 
jobs where book papers, book inks, 
and a six-month permanency were 

So it was necessary to 
“still-hunt” on our own 
Tests of pine bath oils, disin- 
synthetic perfumes and 


aromas for impregnating imitation 
cedar chests left the official tester 


practically “sniff-happy.”’ 
months of consultation with 
trial chemists of the Pacific 
one was discovered who could pro- 


indus- 


| vide a perfume having the desired 


| qualities. 

The material problem having 
| been settled, the next subject for 
consideration was the application 


Ink makers were first consulted: 
| their enthusiastic cooperation was 
doomed to failure, however. They 


found that to achieve a satisfactory 
ink, it is first necessary to 


pages, with extremely short cap- 
tions, while informal, brother-to- 
brother text is carried on red and 
green stock on pages only half as 
wide as the rest of the booklet, giv- 
ing the text definite shocking and 
stopping value, while providing a 
minimum of interference to the 
photographic pages. | 

a ae 


Coffee Gets Help 


trom Style Sources 


| festival is also the theme of 


After two | 


Coast, | 


reduce the natural odor of the base | 


itself to an absolute minimum, 
then, second, to build up the 
volume of scent within the ink to a 
point where it is perceptible. It 
sounds good, but when it is 
the fine printing qualities of the ink 
have been destroyed to the 


ink 


done, | 


point | 


where it is impossible to reproduce | 


fine-screen halftones. After numer- 
ous attempts this line of attack was 
given up. 

The possibility of applying the 
scent with mechanical spray gun to 
the individual printed sheets as they 
were carried to the delivery end of 
the press, was eliminated without 


| 
| 


trial. A fine-spray adjustment would | 


| not give sufficient scent volume, and 
would | 


a coarse-spray adjustment 
result in occasional drops which 
would readily show on the printed 
page. 
Finally, a simple and elementary 
booklets 


book 


could be 
and the 


to: the trimmed 
placed in a 
three trimmed edges scent-painted 
with a regular paint brush. The 
only hurdle here was to secure an 
ink which would be impervious to 
the chemical content of the scented 
liquid, so that it would not run or 
smear when the perfume had ab- 
sorbed through the paper up to the 
printed surface. Ink makers were 
able to supply this type of ink with- 
out apparent difficulty or additional 
expense 


press 


At the present writing, the books 
are completed and the scent has 
been impregnated confidentially. 
we hope it sticks! 

Lee JACOBI, 

Manager, Publicity Department, 

Seattle Chamber of 

Seattle, Was! 

[Editor's note Mr. Jacobi is so 
full of scents that he neglects to 
mention another extremely unusual 
feature of the booklet, which 
size and shape of the usual travel 
folder. Instead of combining pic- 
tures and text in the usual fashion, 
the booklet carries complete picture 


Commerce, 


is the 


To the Editor: We have been in- 
terested at the number of adver- 
tisers and stores which are tying up 
with coffee this spring. A coffee 
many 


We serve you 


HOY 
| CORE KK 


A stimulating new color 

/ 
f 
to ‘top off" 


Spring's costumes 


A tich deep brown with an undertone of 
ted to give u sparkle. An invariably Gacrer 
ing color, and serenely perfect with Spring's 
new beiges, browns, and greys. Proudly 
presented in shoes, bag, gloves and hat 
HOT COPFEE feathered felt i975 
HOT COFFEE glace kid gloves 5.30 
HOT COFFEE framed pouch bag 10 00 
HOT COFFEE spectaror pump 12.75 


De PinNA 


FIFTH AVENUE AT Sled STREET 


store promotions whereby the stores 
are enabled to tie in coffee with hot 
music from South America, china, 


| silver, coffee-brewing devices, etc. 
method of application was resorted | 


As you probably 
Brown is a featured color in the 
new styles. I am attaching an ad- 
vertisement of the De Pinna shop 
here in New York, showing how this 
store handled Coffee Brown in its 
advertising, which was_ supple- 
mented by several window displays 
tying in fashions with the theme. 
Each window also displayed coffee 
grinders of various types. 

S. D. Fuson, 

Vice-President, Arthur Kudner, 

Inc., New York 

vv, 


know, Coffee | 


‘Canadian Office 


Gets Canadian Eno 

To the Editor: I have noticed on 
Page 2 of your issue of March 11 
i reference to Eno as follows: 


“Eno Names Agency: J. C. Eno 
(U. S.) Ltd., New York, has ap- 
pointed Atherton & Currier, New | 


York, to handle advertising of its 
effervescent salt in the United States 
and Canada.” 

This information is not strictly 
correct, and I shall be glad if you 
will make the correct position clear 

J.C. Eno (U. S.) Ltd., New York, ! 


| The 


i'a bit of credit for this “Life Begins 


who have the trade mark rights for! audible? Every movie editor in the 


Eno effervescent salt in the United 
States, have appointed Atherton & 
Currier, 420 Lexington avenue, New 
York City, to handle their adver- 
tising in the United States. 

In conjunction with this arrange- 
ment, J. C. Eno (Canada) Ltd., who 
own the trade mark rights of Eno’s 
“Fruit Salt” for Canada, have 
appointed the Canadian office of | 
Atherton & Currier, whose address 
is Concourse bldg., Toronto, to 
handle advertising of Eno’s “Fruit 
Salt” in Canada and Newfoundland. 
entire staff of the Canadian 
office of Atherton & Currier is com- 
prised of Canadians 

eS a 

President, J. C. Eno 

Ltd., Toronto, Ont 


WEEDON, 
(Canada) 


_ a | 


No Armistice Here! 


To the Editor: About this busi- | 
ness of Life Begins at Forty! Not 
necessarily to claim priority rights, | 
but to keep the records clear, let us | 
say that this obvious thought pre- | 
sented itself to the Journal-Lancet 
in November, in connection with | 
copy for one of our advertisers who | 
used it as indicated on the enclosed, | 
we writing the copy Nov. 14, and | 
the ad appearing in our issue of De- | 
cember, which came out the first 
week of that month. 

As you can see, the copy was for 


|a garage, and the headline read: | 


Winter Life for your car 
Begins 
at 40 South 10th St. 
MAURICE WOLFF, 
Advertising Manager, Journal- 
Lancet, Minneapolis, Minn 
| Editor’s Note: Isn’t someone go- 
ing to be generous cnough to give 


at 40” idea to Walter Pitkin? | 
779 


It's Just Radio 
to This Correspondent 

To the Editor: While fully rea- 
lizing the intent of RCA’s engineers 
in contemplating substitution of 
“radiovision” for “television,” I 
wonder if it is really worth while 
worrying about the matter at all? 


Do you recall when films became , 


|competition to 


——_ 
a 


nation butted his head against th, 
unpadded wall of his cell, devisip 
a name for the new phenomen - 
They were called “talkies,” 
ing pictures,” even “speakturs 
What do people call them now 
Movies. Just movies. Don’t yoy 
think that’s what will happen when 
transmission of pictures becom 
commonplace? Television is just 
adjunct to, and will become a 
ponent of radio. So let’s just « 
radio. 


LAURENCE E. NEVILLE 
Director of Continuity, Ra 
Station KMOX, St. Louis 


. | F 


Congratulations 

To the Editor: I have read wit} 
a great deal of interest the story j; 
ADVERTISING AGE describing ti} 
develop pract 
workable ideas for bringing adver- 
tisers and consumers togethe 
think this is splendid and am quit, 
sure it will produce many pract 
suggestions and result in real good 
Congratulations to you. 

NEVILLE MILLER, 

President, National Association 

of Broadcasters, Washington, 

pm C. 


, VF 


Approves Consumer 
Problem Contest 


To the Editor: I was very mu 
interested in the story with refer- 
ence to the prizes being offered by 
ADVERTISING AGE in connection wit 
programs for improving relatior 
between advertisers and consume: 

I think this is a fine idea and wi 
to compliment your organizatior 
its initiative in getting the cont 
under way. 

In order to further publicize you 
contest among the members of ou 
organization, I am arranging to! 
your story reproduced and sent, not 
only to our staff, but to the mar 
agers of our 12 branch offices 
well. 

I sincerely hope that some wort 
while suggestions will be forthcom- 
ing from this organization. 


K. H. FULTON 
President, Outdoor Advertising 
Incorporated, New York. 
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March 25, 1940 ADVERTISING AGE 19 
2 TO FLORIDA AGENCY N. Y. Assembly Kills Battle of Sexes The second advertisement, ap- as shots of Magic Chefs frequently 


David M. Davies, former advertising di- 
rector of Seagram Distillers Corporation 
and Thos. J. Lipton, Inc., and most re- 
cently head of sales and advertising for 
Pacific Fruit, Inc., who has joined Par- 
sons Dorr & Hume, Miami Beach, Fla., 
as account executive. | 


Eastern Roads 
Jointly Sponsor 
Low Rate Copy 


New York, March 20.—Reduction 

coach fares on Eastern railway 
nes, effective March 25, will be 
merchandised jointly in an exten- 
sive newspaper advertising cam- 
paign by the 14 roads involved, as 
well as by individual promotion 
effort First copy in the drive was 
released today in about 100 news- 


papers over the signature of the 
Eastern Railways. The campaign is 
ponsored by the Trunk Line Asso- 
clation. 


Following the initial insertion of 
1,000 lines, 500-line advertisements 
will appear weekly until April 10 
One-way coach fares will be two 
cents a mile, with round-trip fares 

ow as a cent and a half a mile 
hree agencies will participate in 
placing the copy: Lord & Thomas, 
representing the New York Central: 

Paul Lefton Company, for the 
Pennsylvania; and Richard A. Foley 
Advertising Agency, for the Balti- 
more & Ohio. 

In addition to the three 
named, participants in the 
campaign are the Chesapeake & 
Ohio, Delaware & Hudson, Erie, | 
Jersey Central, Lackawanna, Lehigh | 
Valley, Nickel Plate, Norfolk & 
Western, Pere Marquette, Reading 
and Wabash. 

Most of the roads are expected to 
sponsor individual copy in daily and | 
weekly newspapers on their routes. | 


T 


lines 
joint 


Expands Newspaper List | 

Wheatena Corporation, Rahway, | 
N. J., has expanded its newspaper 
coverage for a test campaign in the 
Middle West. A total of 3,200 lines | 
Will be used over a period of two | 
months through Compton Advertis- 

New York. 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


Delaware 3244 


Advertising, Tax Bills 


A bill appropriating $300,000 to 
advertise the health and recreation 
benefits of the Saratoga Springs 
State Reservation was one of sev- 
eral killed by the New York state 
legislature. 

A measure which would have ap- 
propriated $10,000 for an outdoor 
advertising commission also was re- 
jected. A bill which would have 
taxed chains on a sliding scale ac- 
cording to the number of units, also 
died in committee. 


ilile Twe Rectents 


Simons-Michelson Company, De- 
troit, has added the advertising ac- 
counts of Station WCAR, Pontiac, 
Mich., and Wall Wire Products 
Company, Plymouth, Mich. 


Features Copy 


for Magic Chef 


Cleveland, March 19 
spiced with humor and human in- 
terest, the spring magazine cam- 
peaign of American Stove Company 
has gotten under way with the 
femous Magic Chef range as the 
main course. The initial advertise- 
ment, urging women to take advan- 
tage of lower prices to “join the 
swing to gas,” indicated that Ameri- 
can Stove, at least temporarily, has 
joined the swing to typewriter type 
vociferously 
typographical 
vears 


Well 


espoused by 
experts for 


many 
many 


pearing in a monthly, features the 
swing-out broiler, which gives the 
copywriter a chance to headline a 
debate between two French experts 


in these words: “‘Regardez, Henri, 
these Americans they now swing 
even the beefsteak!” 

Subsequent copy touches lightly 


on the age-old feud which started 
in the Garden of Eden when Adam 
complained that the apples 
burned. 


were 


Value of Leadership 

In the portfolio introducing the 
campaign to dealers, the company 
made considerable capital not only 
uut of its own promotion, but that 
accorded free in advertising of the 
American Gas Association and In- 
ternational Nickel Company, as well 


seen in the movies 

American Stove is making avail- 
able to dealers door openers in the 
form of which will 
ble salesmen to compile some in- 
teresting facts about present cook- 
ng equipment. They put this data, 
including the make and age of the 
present provided 


by the company, thereby accumu- 
} 


’ 
plate scrapers, 


range, on cards 


lating a valuable file of prospects 
for the future, as well as the pres- 
ent 


Magazines on the list include 
Home, Better Homes & 
Gardens, Good Housekeeping, 
Ladies’ Home Journal, The Satur- 
day Evening Post and Woman's 
Home Companion. The agency is 
satten, Barton, Durstine & Osborn. 


American 


Made hy the Makers of 


SMOOTH 


ADIRONDACK BOND AND LEDGER 
BEESWING MANIFOLD - 
CHAMPLAIN BOOK 


Vout search for a real opaque paper with a 


smooth printing surface. fine formation, rich appear- 


ance and bright white is at an end with INTERN <«A- 


rion at TLOPAKE,. This new paper of exceptional 


Opacity is made for efficient monotone and color 


FINISH 


SARATOGA BOOK 


printing by 


220 


WRITE for this neu 
stration broadside with sample 
of black and white and color 


INTERNATIONAI 
PICONDEROGA BOOK 
SARATOGA COVER 


for samples. 


KAST 42npv STREET - 


BOSTON 


demon 


printing on Th 
Opake Address 
Sales Dept / 


MIMEOSCRIPT 
PIC ONDEROGA TEXT 
LEXINGTON OFPSEFI 


INTERNATIONAL 
INTERNATIONAT 


both letter-press and = offset. Specify 
INTERNATIONAL TLOPAKE for house organs, cata- 


logs. advertising broadsides and folders. Send to-day 


INTERNATIONAL PAPER COMPANY 
NEW 
CHICAG® - 


YORK, N.Y. 
CLEVELAND 


DUPLICATOR 
TI1-OPAKE 


Le 
parte 
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1939 Profits Hit 
New High for 
Sears and Ward 


Chicago, March 21 


officially told this week that 


panies of the nation: Sears, 


& Co. 
in net sales and in net profits. 


Net sales for Sears totaled $617,- 
414,266 as compared with $501,676,- 
644 in 1938, a gain of 23 per cent. 
Net profits totaled $37,255,274 ($6.60 
per share) as compared with $23,- 
354,364 ($4.18 per share) in 1938 

Net sales for Montgomery Ward 
compared 

Holders | 
of common stock received $4.91 per 


totaled $474,882,032 as 
with $413,961,241 in 1938. 
share $3.50 
1938. 


as compared with 


While the figures alone are im- 


pressive both 


they 


enough for 
have evoked 


Stockholders 
as well as the general public were 
1939 
had been the best year in history 
for the two largest mail order com- 


had in 
certain 


part that advertising has 
building sales and profits, 
conclusions are obvious. 


Time Payments Help 


In the Sears report, 
T. J. Carney made this comment: 
“Our volume performance undoubt- 
edly may be attributed in consider- 
able degree to the improved eco- 
nomic condition which prevailed 
during the year. Yet this is not the 
entire story. The more liberal time 
payment policy was a factor and, 


Roe- 
buck & Co. and Montgomery Ward 
Both reported new records 


stores, 
considerable 
comment from marketing, economic 
and sociological experts as to the 
trends they may indicate; and again, 


unquestionably, a goodly proportion 
of the improvement resulted from 


} 
while neither report discusses the | Telephone orders have played a 


|large part in this along with the 


liberal credit policy. Catalogs sent 
to Chicago addresses, for example, 
include a special advertisement for 
this telephone service. This, when 


President | used with the credit account, en- 


ables Sears to serve its customers 


| here in much the same manner as 


| do the local department stores. 


The modified credit policy insti- 


the development work of the past | 


several years.” 

The “development work” referred 
to means advertising and plenty of 
it. Sears is the nation’s largest 
newspaper advertiser and is under- 
stood to be increasing its use of 
that medium. The catalog, of course, 
accounts for the biggest single pro- 
motion expenditure. Radio is also 
used consistently in many localities, 
although the company does not con- 
template any 
national program used some years 
ago. 

One important factor commented 
on by Sears executives 
the directors’ meeting at which the 
report was officially approved was 
the increase in urban catalog sales 


land 


resumption of the | 
}own time 


following | 


tuted about a year ago was de- 
scribed by Mr. Carney as “entirely 
satisfactory” in the report. Collec- 
tions, he said, have more than met 
expectations. 


$7,000,000 for Catalogs 


The Montgomery Ward report, 
covering the fiscal year ended Jan. 
31, was likewise brief in its atten- 
tion to advertising. Among the 
assets listed were $82,606,060 in 
customers’ time payment accounts 
and $3,603,399 in customers’ charge 
other accounts. Thus credit 
payments receivable from customers 
accounted for approximately one- 
third of Ward's total assets, listed 
at $251,836,895. Ward carries its 
paper, while Sears has 
sold these notes to banks. 

Also included in the assets was 
an item of $7,153,715 for prepaid 
catalog and expenses. This 
was approximately the amount 
spent in 1939 for the major 1940 


costs 


In December, 1937, Nora Waln in Ber- 
lin completed her challenging story of Nazi 
Germany, **Reaching for the Stars.’’ As 
a precaution against censorship, she pre- 
pared three copies of the manuscript, mail- 
ing them from three German cities. Each 
was intercepted and confiscated. Fortunate- 
ly, she had given her diary to a friend re- 
siding in England. Finding sanctuary there 
in 1938, Nora Waln re-wrote the book 
from her journal and forwarded it to The 
Atlantc. 
Atlantic and then in book form promptly 


ts publication as a serial in The 


stirred America. Copies were quickly smug- 
gied into Germany where possession became 
an offense against the State. 


.. yet The Atlantic gave this 


Nora Waln’s tox tsteps to the tront rank 
of her craft are traced thro igh the columns 
of The Atlantic, first in the Contributors 
Column in 1924, followed by five longer 
pieces in the body of the magazine. Her 
first novel, ** The House of Exile’’ appeared 
serially in 1933. A success, this book proved 
to be the corner stone of her literary career. 

The Atlantic has probably placed more 
new writers on the road to fame than any 
other magazine published. This, with its 
ability to attract the foremost writers of fic- 
tion, the leading moulders of public opinion, 
and to present them each month in a bal- 
anced ration, is the best explanation of The 


Atlantic’s vitality today. 


vital book to the world 


es 


A Great Editorial Policy 
Provides a Great 
Advertising Opportunity 


“Atlantic 


— 


MOST QUOTED PERIODICALIN AMERICA 
Boston, New York, Chicago, Los Angeles, San Francisco 


COMPLIMENTARY COPY 


Some 400 newspapers from the Pacific 
Coast to Detroit will carry copy like this 
in the spring campaign for Hills Bros. 
coffee, on the assumption that women 
appreciate compliments on their coffee. 
N. W. Ayer & Son is the agency. Copy 
runs weekly in the complete list, varying 
in size from 60 to 20 inches. 


spring catalog, plus several minor 
catalogs, a figure bearing out pre- 
vious estimates that distribution of 


| the 7,000,000 catalogs twice annually 
has cost the company about $1 per 
| catalog. 


CREDITS ADVERTISING 

| St. Louis, March 20.—Net earn- 
ings of Pet Milk Company for 1939 
| were $1,129,888, a gain of $228,887 
;over the previous year. Net sales 
| for 1939 were $29,711,501, an in- 
crease of $1,156,337 over 1938. 


After recounting Pet milk’s radio 


programs John A. Latzer, president, 
| told his stockholders that “since this 
|}advertising was begun, and as it 


has developed, the business of your 


company has steadily increased and 
earnings have expanded. 
programs have, without 
| brought 
/use irradiated Pet milk. 


doubt 


And that 


| provides the key to the answer to | 
| the question, ‘Who pays for the 


advertising?’ 

“The advertising of 
|Pet milk through the 
brought about these results: 


irradiated 


| plants in which production 
are lowered; to establish 
plants so located as to reduce the 


kets: to 


lof sales: 
|retail grocers with an 
and sell at lower 
their cost. These 


handle 
over 


tribution of irradiated Pet 
expenditure on 


than if it 
tised.”’ 


never had been 


General Foods Corporation 


577,075 for 1938. 
were 
more than the net sales 
vious year 


Westinghouse 

Net sales in 1939 totaled 
in 1938, an increase of 11 per cent 
Net income for 1939 was $13,854,365 
compared with $9,052.773 in 1938 
an increase of 53 per cent. 
Lehn & Fink 

Net profit for 1939 
on net sales of $7,010,017 
Merck & Co., Inc. 


Consolidated net 
| was $1,856.830 


Time, Inc. 
| Net profit for 1939 was $3,206,751. 
$1,129,422 


compared with 


These 


more and more people to 


Gross sales last year were $29.31] . 
057, compared with $23,594,089 for 
the previous year. 


Pittsburgh Plate Glass 

A net income of $10,766,412 was 
earned in 1939, compared with 
$6,448,907 in 1938. 


American Colortype 

Net earnings of $321,560 were 
reported for 1939, compared with 
$201,424 in 1938. Total income ip 
1939 was $7,734,718, compared with 
$7,447,912 during the previous year. 


Borden Company 

Net income for 1939 was $7,979.- 
837, compared with $6,641,204 in 
1938. Sales in 1939 were $208,789... 
250, compared with $212,038,654 in 
1938. 


Schenley Distillers 

Net profit for 1939 was $4,129,080, 
compared with $4,050,173 in 1938. 
Net sales in 1939 totaled $73,867,529, 
an increase of $3,662,753 over the 
previous year. 
American Airlines 

Earnings in 1939 were $1,467,751, 
compared with a net of $213,261 in 
1938. 


Container Corporation 
Consolidated net profit for 1939 
was $1,448,900, compared with 


$29,470 for 1938. 


W. T. Grant Company 
Consolidated net earnings for the 
fiscal year ending Jan. 31, 1940, 
were $3,824,996, compared with 
$2,766,424 for the previous year. 


American Safety Razor 

Consolidated net income of $806,- 
237 is reported for 1939, as compared 
with $776,776 for 1938. 


Carrier Corporation 

Net income for 1939 was $69,099, 
against net loss for 1938 of $1,133,- 
021. 


Oneida, Ltd. 

Net profit of $621,966 is reported 
for the fiscal year ending Jan. 31, 
1940, compared with net profit of 
$413,275 for the preceding year. 


Maritz Names Hawley 


Maritz Sales Builders, St. Louis, 
has appointed John H. Hawley, Jr., 
formerly of Hawley Advertising 


years has 

The Te 
greater use of our product has en- | Harkness in Radio 
abled us to sell the output of larger 
costs 
more 


cost of transportation to our mar- 
reduce our unit sales ex- 
j}pense through the larger volume 
to provide wholesale and 
article of 
larger sale which they can, and do, 
margin 
items of | 
economy in the production and dis- 
milk 
amount to much more than the total 
advertising. It is 
true beyond question that irradiated 
Pet milk costs consumers less today 
adver- 


Larger domestic and foreign sales 
contributed to the net profit of $15,- 
118,063 for 1939, compared to $13.,- 
Net sales for 1939 
$145,.615,242 or eight per cent 
for the pre- 


$175.- 
071,363, compared with $157,953,216 


was $624.661 


income for 1939 


in 1938 


Company, as its Eastern sales rep- 
resentative with offices at 501 Fift 
|avenue, New York. The compan: 
has just issued its 1940 edition of 
a prize book listing prizes for sale; 
contests. 


| 


} 


| Robert R. Harkness, former West 
lern advertising manager for Wo- 
|}man’s Home Companion, will enter 
,radio April 15, when he joins the 
|Foreman Company, radio represen- 
| tative, Chicago 
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DENTAL FLOSS COUNTER DISPLAY pb 


SALES SCOOP! 


WEINMAN BROTHERS 


TRANSPARENT BOXES 
and COUNTER DISPLAYS 


Open the i r inet 

on YOUR PRODUCT t packaging it 
transparent wa n Weinman Transt 
ent Acetate Boxes 

Take Your Product out from under the 

ter “ the Sales Spot on the counter 
Don't overlook the transparent way 

rease retail sales 

WEINMAN TRANSPARENT BOXES 
are mace an end # variety of shapes 4 
sizes and styl 1 { { individ 
packages nd t 
erananarent 


bot 


~ PROVEN SALES STIMULATORS 7 


(,00d8 Cand Nuts 


WRITE TODAY for FREE tLLU 
TRATED CATALOG and Price List. Or sere 
your product to be packaged the transpare”’ 
way. No obligation. 


Transparent Box Headquarters 
325 N. Wells St., Dept. AA, Chicago, Iiline’ 
EXPERIENCED SALESMEN WRITE 
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~ HEADS PICTURE PAPER 


Harlan Logan, who has been named gen- 


eral manager of Look. 


‘Look’ Appoints 
Harlan Logan 
General Manager 


Des Moines, Ia., March 19.—Ap- 
pointment of Harlan Logan as gen- 
eral manager and of A. H. Burtis as 
business manager was announced 
today by Gardner Cowles, Jr., presi- 
dent of Look, Inc. Both Mr. Logan 
and Mr. Burtis will be added to the 
magazine’s board of directors, which 
also includes Mr. Cowles; John 
Cowles, vice-president; Vernon 
Pope, editor; Arthur T. Gormley, 
treasurer, and Fred A. Little, secre- 
tary and general manager. 

Mr. Burtis has been associated 
with Look since its establishment. 
Mr. Logan joined the company last 
summer after long experience in 
the publishing field during which 
he became editor and publisher of 
Scribner’s. He is a graduate of In- 
diana University, where he was 
conspicuous in athletics as well as 
in scholarship. He spent two years 
in England, returning in 1930 to 
teach journalism at New York Uni- 
versity. He also handled analyses 
for both the Crowell Publishing 
Company and Conde Nast. 

In his new role, Mr. Logan will 
divide his time between the Des 
Moines and New York offices of 


Look 


ANA Sets Dates 


The spring conference of the As- 
sociation of National Advertisers 
will be held in Rye, N. Y., on May 
12-15. The ANA will hold its an- 


nual meeting in White Sulphur 
Springs, W. Va., on Oct. 23-26. 


Launches Cuplet Package | 


Flako Products Corporation, New 
Brunswick, N. J., has launched its 
new Cuplet package in Syracuse 
with a 15-week campaign. H. B. 
LeQuatte, New York, directs the 
account. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


“Tacoma Times” Moves 


A special edition of 92 pages was 
issued recently by the Tacoma 
Times to celebrate moving to a new 
home at 919 Market street. F. W. 
Power is publisher and L. S. Lang- 
low, editor. 


Issues Roto Booklet 


Padre Vineyard Company, Cuga- 


| monga, Cal., winery and distillery, 


is issuing a rotogravure booklet to 
customers which pictures operations 
of the company as well as its prod- 
ucts and distribution points. 


Crosley Appoints Wallace 


William T. Wallace, formerly 
with Sears, Roebuck & Co., has 
been appointed manager of the 


radio division of Crosley Corpora- 
tion, Cincinnati. 


joins Ziff-Davis 

James A. Rudulph has been ap- 
pointed sales promotion manager of 
Ziff-Davis Publishing Company, 
New York. He was formerly with 
Fox Movietone News, Lord & 
Thomas and Donahue & Coe 


| 


| 


| 


this week following his duel with 


| part 


| tended, 


1936 Profit on 
Convention Book 
a Mere $175,000 


Washington, D. C., March 19.— | 
Reports of profits from the 1936 
Democratic convention book, like | 
the death of Mark Twain, were 
highly exaggerated, Jim Farley, 
chairman of the Democratic Na- 
tional Committee, let it be known 


Chairman 
kiepublican 


John Hamilton of the 
party. Mr. Hamilton 
charged a “shakedown” in the 1936 
campaign, asserting that business 
men regarded wisdom as the better 
of valor. No book will be 
issued by the Republicans, Mr. 
Hamilton indicated. The net profit 
from the 1936 venture by no means 
reached the box car figures men- 
tioned by his opponent, Mr. Farley | 
let it be known. It reached a mere | 
$175,000. Furthermore, he 


con- | 
methods used by the! 


the 


publishers represented the essence 
of purity and high ethics. 
“Business men,” said Mr. Farley, 


“advertise in the book because of 
the direct benefits which accrue 
from getting their wares before 


large numbers of people who have 
the wherewithal to buy.” 


| Hancock Mutual 


HH. 


Furthermore, business men do not | 


permit their political affiliations or 
prejudices to stand in the way 
such a bargain, said Mr. Farley. 


The Democratic National Com- 
mittee refused to say how much | 


space has been sold in the 1940 con- 


vention book. Conservative esti- 
mates have it, however, that the 
Democrats expect sales to reach 


$300,000. 


Starts Syphilis Drive 

Meyer Both Company, New York, 
has prepared for release to its news- 
paper customers a campaign aimed 
at assisting the United States Public 
Health Service in its effort to wipe 
out syphilis. Papers subscribing to 
the service are expected to gain 
‘ocal sponsors for the series 


Hancock Names Peirce 

James A. Peirce has been ap- 
pointed advertising manager of John 
Life Insurance 
Company, Boston, succeeding Henry 
Putnam, who retires April 1. 
Mr. Peirce has been with the com- 
pany since 1925. 


Ohio Agency Adds Two 


of | 


The Ohio Advertising Agency, 
Cleveland, has been appointed to 
handle the advertising of Eye Shade 
Corporation of America and Tasty 
Steaks, Inc. Account executive is 
Samuel L. Abrams. 


Bruck Adds Funt 


Allen A. Funt, formerly director 
of copy for White-Lowell Company, 
New York, has taken over the same 
position for Franklin Bruck Adver- 
tising Corporation, New York 


Names Representative 


Rex W. Wadman, editor and pub- 
lisher of Diesel Progress, has ap- 
pointed William S. Akin as Chicago 
representative 


Spread it on Thick where it does the most Good 


tn Cmesieas Wong Bole- 


As Our Chinese Friend says, if you want to get 
rich — go where there's money. 


In our primary area there are more than 1,403,000 


radio homes . 


.. all representing folks who need and 


will buy somebody's refrigerators, or soap, autos, 
toothpaste, tires, rugs, cereals, shoes, tobacco, cos- 
metics — and whatever else any modern, 1940 Amer- 
ican family needs. 


They have the purchasing power, too. For the 
people who live within our area annually spend $1,- 


Cfpar aapios 
WATERLOO 


Affiihated with THE REGISTER AND TRIBUNE, Des Moines, lowa 


576,659,000. That's more than a billion dollars to be 
spent this year for somebody's products 


Will they be yours? 
* * > 


With a }3-station combination 


of WMT and 


WNAX, plus either of the Des Moines stations, 
KRNT or KSO, an attractive combination rate is 
available. In this way you effectively blanket a market 
of more than six million persons — for little cost 

For more details about America’s Money Belt 
write the Cowles Stations, Des Moines, Iowa 
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47 States in Promotion 
Parade, Council Reports 


$4,400,000 to Be Spent 
on Advertising During) 
Current Year | 


Chicago, March 21] Every one of 
with the single excep- | 
tion of Delaware, is now using paid | 
advertising to sing the praises of 
its attractions or products, the Coun- | 
cil of State Governments revealed | 
today, following a national survey. | 

This figure is reached by the | 
Council by including as “state” | 
advertising all advertising of state 
tourist, industrial or product advan- 
tages which is paid for by taxes of 
one kind or another, as well as pri- 
vately sponsored campaigns which 
advertise the advantages of the 
state as a whole or the products of 
the state as a whole. 

The Florida citrus campaign, for 
example, is considered a “state” ad- 
vertising effort, because it publi- 
cizes the products of a single state. 
On the other hand, the advertising 
of Sunkist oranges and lemons is 
not credited to California, since 
Sunkist products are not advertised 
as exclusively California-produced. 
Campaigns which publicize a_ sin- 
gle cify or region are likewise ex- 
cluded. 

$4,400,000 to Be Spent | 

This year, the Council says, 39 
states will spend $4,400,000 from 
their tax funds to advertise their 
attractions to tourists, industrialists 
and consumers, while in eight others 
private agencies will work at the 
task. The eight states in which no 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 


the states, 


CHICAGO 


tax funds are directly available for 
state advertising, but in which pri- 
vate agencies, either through tour- 


ist or product advertising, take up 
the slack, are California, with 
$800,000; North Dakota, with 


$50,000: and Iowa, Missouri, Texas, 
Georgia, South Carolina and Okla- 
homa. 

State funds available for promo- 
tion purposes range from Nevada’s 


$7,500 to Florida’s $825,000. New 
York, for instance, appropriates | 
$500,000, Pennsylvania $394,000, | 


Maine $300,000, Washington $166,- | 
000, New Mexico $135,000, Oregon | 
$100,000, Massachusetts $83,900, | 
Wisconsin $68,615 and Minnesota | 
$50,000. 

Funds for financing the various 
state advertising campaigns were | 
obtained by two methods. Twenty- | 
six states appropriated all the 
money from general funds. Ten | 
states earmarked specific tax reve- | 
nues for advertising. The other | 
three states appropriated funds by | 
both methods. 

In setting out on promotional 
campaigns, 23 states deemed it ad- 
visable to establish special publicity | 
bureaus independent of existing | 
state departments. Advertising and | 
promotional activities in the othe: 
17 states were, for the most part, | 
placed in the hands of existing state | 
departments. In most of the cases | 
the advertising job was turned over | 
to advertising agencies by the state | 
authorities. 


Most Want Tourists 


Forty-two of the states are com- 
peting for tourist trade. Twenty- 
five states encourage new industries 
and 25 publicize home products in 
a search for new markets. Seven 
states advertise to attract new resi- 
dents. 

While giving no specific figures, 
the states reported major portions 
of their appropriations are spent on 


We Get TOP QUOTAS 


from this TOP MARKET 


| 
| 


Our North Jersey sales were never bet- | 


ter. We keep in mind that the Newark- 
Essex County area is the | Ith retail mar- 
ket in the United States, and treat ‘t as 


such, with an "A" schedule 
Newark Evening News." 


The Newark News is the only complete 
source of local, state, national and world 
news to your customers in this important 
area; and is the single indispensable 
medium in tapping their $629,136,000 
effective buying income (Sales Manage- 


ment). 
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Newark Evening News 
“‘Always Reaches Home” 
NEWARK, NEW JERSEY 


O'MARA & ORMSBEE, Inc., 


New York Chicage 


in the 
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Atlanta San 
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Francisco Los Angeles Detroit 


GROWTH OF STATE ADVERTISING DEMONSTRATED 


STATE ADVERTISING IN 1933 


Stote {inanced promotional agency 


Yt) Stotew:de privately or municipally financed pre 


STATE ADVERTISING IN 1939 


Uf Statewide privately or mun 


ed promotional agency 


pally financed agency or 


otional agency or cgencies 


agencies 


These two maps, the upper for 1933 and the lower for 1939, present a graphic 


picture of the spread of state advertising in recent years. 


Particularly note- 


worthy is the tremendous increase in state-financed advertising. 


magazine, newspaper and_ direct 
mail advertising. Of the 39 states 
with advertising appropriations, 34 
advertise through magazines, 30 
through newspapers and 32 use 
direct mail. Fourteen advertise 
through motion pictures and 11 by 
radio. Three states said they used 
outdoor advertising. Tax conces- 
sions, tax exemptions or free plant 
facilities are used by most of the 
25 states which encourage and pro- 
mote new industries. 

In reporting to the Council, most 
states said it was difficult to point 
out tangible results of their adver- 
tising campaigns because they were 
not started until 1937 and 1939. 
However, a few states, which started 
in 1937, reported as follows: 

Arkansas: 92 factories built re- 
cently in the state, representing a 
total investment of $2,600,000. 

New Jersey: A_ substantial in- 
crease in the number of tourists, 
who spent $167,000,000 in 1939, and 
an increase of 28 per cent in the 
value of the state’s branded adver- 
tised products. 

North Carolina: An “upward | 
swing” in its tourist business since | 
the state started advertising and | 
the construction of 51 new indus-| 
trial plants during the first eight 
months of 1939. 

Wisconsin: Marked increases in | 
the number of tourists visiting the | 
state since its advertising program 
was started in 1936, an increase in | 
gasoline tax receipts from $6,500.- 
000 in 1935 to $8,030,000 in 1939, | 
and in non-resident fishing licenses 
from 65,157 to 112,185. 


Some Apprehensions 


The substantial appropriations 
provided by many of the states are 
causing concern to persons through- 
out the country who see in the 
competition of advertising a poten- 
tial growth of sectionalism, said the | 
Council in its report. 

The Council also cited a report | 
prepared by the Bureau of Agricul- 
tural Economics for the United 
States Secretary of Agriculture 
which says: “Fear on the part of 
the various states that the demand 
for their products may be reduced 
by the advertising of rival states is 
a potential source of resentment 
Perhaps the most probable even- 
tuality is that each state will hesi- 
tate not to advertise for fear of los- | 


ing its market and that most of the | 
| States 


which produce a_ peculiar 
commodity will engage in competi- 
tive advertising campaigns. To what 
extent such campaigns would raise 


the total demand for the commodity | 


and would not serve merely to 
counteract one another and add to 
marketing costs is a matter for con- 


jecture until it can be illuminated | 


by statistical research.” 

It seems to be true, the Counci! 
said, that the states themselves at 
the present time have no more than 
a feeling of friendly rivalry toward 
other states competing for tourists, 
and in many instances this is true 
of the competition for new indus- 
tries. Most of the states also would 
reply to the charge that their adver- 
tising erects state trade barriers 
with the statement that they are not 
seeking to better their own economic 


———< 


condition at the expense of othe, 
states but to increase the total num. 
ber of industries or the total con- 
| sumption of an agricultural product. 
| “As for the encouragement of 
tourists, Americans are notorious as 
| much for their itching feet as 
their susceptibility to ing, 
and the recreational advantages 
throughout the country are more 
varied than truly competitive,” the 
report said. It was noted that a]- 
though the war in Europe had ; 
increased state advertising appro- 
priations, the states were alive 
the possibilities of increased tow 
travel in this country. 

The states seem to be unani- 
mously enthusiastic about the re- 
sults of their advertising, the Coun- 
cil said. Those which have scer 
and climatic advantages realize that 
each of the states is in a measurs 
unique and that many tourists wil! 
if given time, go to many of then 
The same is not true of the com- 
| petition for industries. If an indus- 
|try is induced to move, its migra- 
tion takes thousands of dollars from 
/the community and leaves unem- 
ployed workers and idle equipment 
/behind. Such a situation may de- 
|velop extreme competition among 
the states and lead to the encour- 
‘agement of undue tax concessio: 
exemption, and exploitation of wag 
differentials, the Council asserted 


| Elect Rubicam 


Raymond Rubicam, chairman 

Young & Rubicam, Inc., New York, 
j}has been elected to the board of 
| directors of the American Arbitra- 
| tion Association which will arbi- 
| trate all controversies arising ou! 
lof advertising contracts involving 
|radio performers. This is the re- 
sult of adoption of a code of fair 
practices by the major broadcasting 
companies and the American Fed- 
;}eration of Radio Artists. 


‘Cudahy Appoints Norton 


Victor T. Norton has been elected 
|a vice-president of Cudahy Pack- 
ing Company, Chicago, to supervise 
merchandising and _ distribution. 
|J. W. Elligott, in charge of sales, 
‘and D. J. Donohue, until recently 
head of the merchandise depart- 
ment, have resigned. 


dutanamnininitians 
Almy Joins Green 

Richard B. Almy, formerly with 
| Beebe Advertising Agency, Inc. 
|New York, has joined the staff ot 
|Harry B. Green & Company, Inc., 
Baltimore. 


Sell HOTELS 


with 


“THE HOTEL, MONTHLY 


Vtamber ABC and A 
Published by JOHN WILLY, Inc. CHICAGO 
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DISTRIBUTION OF STATE ADVERTISING FUNDS 


Spent to Attract 


Advertising Media to 


| 
Encouragements 
Industry 


1940 Indus- Agri- Tour- Maga- 


News- Dir. Move Ra-' Tax Cone Plant 
paper Mail ites dio cessions Facil. 


“+ete Funde try cul. ists zine 
$ 60,000 * * . 
ariz. 75,000 | * a AO 
oe 75,000 | © . . , 
17,500 >. * 
30,000 * 7 * . 
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Mo, 
Mont 60,000 i e bed 
Ned. 25,000 
Nev. 7,500 nd wd = 
NE 41s * . * * 
NJ 100,000 * 7 . . 
N.M 135,000 = = 
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The Council of State Governments presents this picture of the size and com. 
position of state advertising activities. 


This War Is 
Much Different, 
Nassau Proves 


New York, March 20.—In con- 


trast with the first world war, when | began to appear in both daily and 


Nassau hotels closed “for the dura- 
tion,’ the Bahamas resort is boom- 
ng today with the aid of judicious 
advertising On the outbreak of 
tilities last September, the Nas- 
sau Development Board canceled all 
promotion, Its agency, Kelly, Nason, 
Inc., persuaded it to reinstate the 
campaign despite the similarity of 
nditions to those of 1914, and this 
bold stroke eventually yielded sur- 
ising results. 


Rushed for Home 


The tourists in Nassau rushed for 
home as soon as war broke out. 
Most of the reservations already 
made were canceled. Nassau was 
practically deserted, the only life 
left at the British Colonial Hotel 
eing its paid staff. The whole scene 
vas reminiscent of the paralysis 


1 Key Buying Factor 
You Can Cover 
With 1 PAPER! 


One magazine will carry your 
sales story to the one plant 
executive who can both initi- 
ate and consummate orders. 
PURCHASING covers the Pur- 
chasing Executive ... in fact, 
every centralized industrial 
purchasing unit in the United 
“tates! Full information from 
Conover-Mast Corp., 205 East 
H2nd St, New York City; 333 
North Michigan Ave., Chicago. 


| 


| might be 


| 


| 


| 


who cater to the winter tourist 
trade. 

Though the campaign took hold 
|slowly, it gradually gained mo- 


which gripped the island 25 years 
ago. 

The Nassau 
finally decided 


Development Board 
that this situation 
improved by advertising 
and it authorized the agency to go 
ahead with original plans. The copy 


Sunday newspapers in leading 
travel cities of the United States; 
in color in leading national maga- 
zines, particularly those in the lux- 
ury class, and on spot radio. The 
main media were supported by 
travel posters placed at every con- 
ceivable point of vantage, and by 
tie-ups with hundreds of retailers 


mentum, so that at last reports the 
total number of visitors was only 
two per cent below a year ago, in- 
dicating that the season as a whole 
may establish a new peak. Adver- 
tising will continue much later 


Californians 
Told Results of 
Tourist Drives 


Los Angeles, March 21.—Importa- 
tion of new wealth in the form of 
tourists, made possible through the 
activities of the All-Year Club of 
Southern California, has given Los 
Angeles a state of financial health 


| which is the envy of all other mu- 


nicipalities of the country, James R. 
Page, president of the club, said in 
his annual report. 

Los Angeles, he said, ranks fifth 
in the nation in point of population 
of cities, but it is first in per capita 
automobile ownership. It is the 
second highest city in volume of 
residential building and is second 
lowest in percentage of tax de- 
linquencies. Furthermore, Los An- 
geles’ per capita spendable income 
is 66.6 per cent above the national 
average. Finally, it has 11.7 per cent 
fewer persons on relief than the 


average of cities of comparable size. | 


While motion pictures, aircraft 


and citrus fruits contribute to the | 


city’s economic distinction, Mr. Page 
believes that the tourist dollar is 


most important. The pursuit of the 
pleasure-bent will be continued in 
| 1940 with a campaign designed to 
reassure those who ordinarily would 
repair to Europe. The featured 
slogan will be, “A handy way to 
giobe-trot—a vacation in Southern 
California.” 


Newspapers, maga- 
E ines and radio will be used. 
‘NORTHERN CALIFORNIA 
IS SUCCESSFUL TOO 

San Francisco, March 21.—*‘Last 


year eight cents of every dollar of 
basic income in Central-Northern 
California was brought and spent 
here by a tourist.” 

With this preface, the annual re- 
port of Californians, Inc., empha- 
sizes the outstanding role played in 
the prosperity of the state by the 
tourist industry. Phrased another 
way, tourist volume in 1939 
amounted to $80,000,000. 

Advertisingly speaking, for every 
dollar spent in promotion, $172 re- 
turned to the coffers of the state’s 
business men. This ratio suggests, 
as the report says, that “practically, 
our tourist money is all clear gain,” 
hence there should be more of it 
irom redoubled advertising 


How It Was Done 
“With the opening of the 1939 ex- 
position,” the report continues, “the 
ifirst of your Californians, Inc., 


|magazine advertisements in full 
| color, featuring the exposition, ap- 
| peared in national magazines. The 
| response, in the form of coupons re- 
| turned for literature, was six times 
as great as we had ever received 
from comparable advertising. 

| “As your campaign continued in 
|magazines, we augmented = and 
strengthened it with newspaper ad- 
vertising in 28 Eastern centers in 
June, just in advance of the sum- 
mer vacation season... . 

“Ever since the 1940 exposition 
was announced, your campaign has 
been in preparation: bright new ad- 
vertisements, mainly in full color, 
for national magazines; hard-hitting 
advertisements in large space for 
Eastern newspapers; a brand new 
book for quantity distribution. 

“To accomplish this creative task, 
we recommend a_ business-sub- 
scribed fund of $150,000 for your 
Californians, Inc., 1940 campaign. 
This sum will effectuate the min- 
imum and necessary plans we have 
made.” 


Changes Name 


Cercla, Inc., Chicago, has changed 
its name to General Binding Cor- 
poration, with offices remaining at 
the present address, 231 S. Green 
street. C. E. Emmer, president, and 
J. M. Peticolas, vice-president, con- 
tinue as executive officers. 


than normal this year, in order to 
test the theory that Nassau could be 
developed into an all-year vaca- 
tion spot. 


Proposes Advertising 


New York Apple Crop 

An advertising program to pro- 
mote the sale of apples from the 
Niagara frontier and other parts of 
New York State has been proposed 
by State Senator William Bewley, 
Lockport. He plans to introduce a 
resolution in the state legislature 
calling for an investigation of the 
state’s declining apple industry. 

Senator Bewley points out that, | 
due to sustained advertising, fruits | 
from other states are enjoying in- | 


creased consumption while New 
York fruit growers are suffering 


economic distress because of inabil- 
ity to market their crops. 


| Will Issue Desk Blotter 


Richard H. Peter Company, pub- 


| lisher, Buffalo, N. Y., plans the dis- | 


| office building last year. 
|ter is 


tribution of free desk blotters next 
December to tenants of office build- 
ings in all the larger cities in the 
United States. A similar blotter, 
containing a year’s calendar, list of 
important dates and other informa- 
tion, was distributed in a Buffalo | 

The blot- 
advertising 


used as an 


| medium 


jsales manager of George W. Luft 


Stanlely Park, with 


formerly 


| Northam Warren Corporation, New 


York, has been appointed assistant 


Company, Long Island City. B. G 
Merrill has been promoted to the 
position of assistant sales manager 
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ORE food disappears — per capita — in Providence than 


in all but 5 other U. 


population. No newspaper can 


S. cities of 200,000 or more 


annually conjure up 1,500,000 


lines of food advertising in a market that doesn't deliver the goods. 


Ecrybedy rvads the PROVIDENCE JOURNAL- BULLETIN 


Sr Uw Exqlands Sevond Largest Wark! 


, Inc. « New York « Chicago « Boston « Atlanta « R.J. Bidwell Co 


REPRESENTATIVES: Chas. H. Eddy ( 


* San Francisco « Los Anzeles 
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March 25, 1949 


Manufacturer of 
Heating Equipment 
fo Invade South 


Springfield, Mass., March 21.— 
deep South this winter, causing 
thousands of tourists to compare 
their havens unfavorably with the 
old home town, is interpreted as a 
shining sales opportunity by Har- 
vey-Whipple, Inc., manufacturer of 
oil-burning equipment. 

Ray G. Whipple, addressing a 
convention of sales and engineering 
representatives here, said that sales 
executives pricked up their ears 
when orders began to trickle in 
from Florida early in the winter, 
and that soon after all departments 
began to plan seriously for exten- 
sion of their markets. The engi- 
neering branch has developed a 
radical new design for Southern 
homes, many of which are without 
the basements which are a standard 
feature of Northern dwellings. 

The largest single order was re- 
ceived from St. Petersburg, Fla., 
amounting to $35,000, Mr. Whipple 
said. This windfall caused Walter 
O. Harvey, president of the com- 
pany, to proceed to Florida to esti- 
mate the possibilities in person. He 
reported that not only Florida, but 
Georgia, South Carolina and other 
states offer promising markets. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Mil. 


| 
| 


Theodore A. Hodgdon, advertising 
manager, said that newspapers will 
be used aggressively to expand the 
existing Southern demand for heat- 
ing equipment. 


WILLIAMS LAUNCHES 
AMBITIOUS CAMPAIGN 
Bloomington, Ill., March 20.—Fol- 


|}lowing a series of coast-to-coast 


| 


The cold wave which enveloped the | 


dealer meetings, Williams Oil-O- 
Matic Corporation is initiating one 
of the most extensive spring cam- 
paigns in its history, Samuel F. 
Baker, general sales manager, an- 
nounced. Newspaper copy, the bulk 
of which will appear in rotogravure 
sections, will break about April 15. 
Large space will also be used in 
Better Homes & Gardens, Christian 
Science Monitor and Fortune, sup- 
plemented by heavy dealer adver- 
tising in local papers. 

The campaign, to continue 
through the summer and early fall 
selling season, will revolve around 
“Measured Heat,” a term coined to 
express the fuel savings made pos- 
sible by use of the Williams Oil-O- 
Matic oil measuring device, the 
“Thrift Meter.” Copy offers im- 
mediate installation, with nothing 
to pay until October, and describes 
the leadership of the Williams Oil- 
O-Matic oil burner, said to heat 
more than 250,000 homes. 

The account is handled by Roche, 
Williams & Cunnyngham, Chicago. 


Moves Ad Department 


The advertising department of 
Sure-Fit Products Company, Phila- 
delphia, has been moved to the New 
York sales office at 353 Fifth ave- 
nue. Morris Salasin continues as 
advertising manager and M. Schul- 
hoff will continue to handle the ac- 
count for the John Falkner Arndt 
agency, Philadelphia. 


Appoints Agency 

McConnell, Eastman & Co., Ltd., 
Vancouver, B. C., has been ap- 
pointed to handle the retail adver- 
tising for the 33 stores in the chain 
of Cunningham Drug Stores, Ltd., 
Vancouver, and also the Western 
Wholesale Drugs, Ltd:, wholesale 
division of the Cunningham com- 
pany. A. W. Scott is advertising 
and merchandising manager of the 
chain. 


Shards—fragments of pottery utensils and 
ornaments—have served for years as invaluable 
guides to archaeologists in the reconstruction 
of the living-habits of ancient peoples. Classi- 
fied advertising serves the same purpose to- 
day for those who would know the buying 


habits of a community. 


In Toronto, The 


Evening Telegram provides the largest volume 
of these “ads of the people” and proves beyond 
doubt that to-day, as for half a century, Toronto 
people—consumers—consider it the best ad- 
vertising medium. Undoubtedly 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 


MEW YORK: Dan A. Corroll 


CANADA 


CHICAGO: John E. Lut« 


Getting Personal _ 


Freeman Keyes, president of Russell M. Seeds Company, Chicago, 
is off on a two-week flying trip to the West Coast, in which he expects 
to cover all major California markets in the interest of the various 
radio programs sponsored by Brown & Williamson Tobacco Cor- 
poration... 

Robert G. Rau, western manager of Architectural Forum, who 
has been in Edwards Sanitarium, Naperville, Ill., since early in Janu- 
ary, jousting with tuberculosis, is winning every round. Ringside 
accounts say he has added 25 pounds and is in fine fettle... 

Cards have been placed in the mails heralding the advent of 
Miss Sheila Wadman, weight 74% pounds, at New Rochelle Hospital. 
The proud dad is Rex W. Wadman, editor and publisher, Diesel 
Progress. . 

There must be a nice fat account awaiting Frances Hooper of the 
Frances Hooper Agency, Chicago, somewhere over beyond the Pearly 
_._—Ss-: Gates. Friends have just 
learned that the agency 
head paid all operation, 
hospital and medical ex- 
penses for an employe 
last summer, gave the 
employe a trip back 
home to Minnesota to 
recuperate, all expenses 
paid, and the salary 
went on as usual. 

Sidney N._ Strotz, 
vice-president of the 
National Broadcasting 
Company, is a_ gavel- 
wielder, having been in- 
stalled as president of 
the St. John’s Military 
Academy Club in Chi- 
cago. 

Wayne Tiss, radio 
head of the BBDO office 
in Minneapolis, spent a 
week in Hollywood in a 
huddle with Jack Cor- 
nelius, Western manager 
of the organization, and 
Jack Smalley, Los Angeles manager. Another Hollywood visitor from 
BBDO was Alex Osborn, executive vice-president, New York office. 
Other Hollywood conferees were Edward Plaut, Lehn & Fink presi- 
dent, and Dick Marvin, head radio man of William Esty, who planed 
in from New York to plan the next moves in Gracie Allen’s “presi- 
dential campaign.” . 


FOND FAREWELL 


Wher F. A. Berend (left) resigned as Pontiac 
advertising manager to become West Coast 
manager for MacManus, John & Adams, his fel- 
low workers at Pontiac gave him a farewell 


party. Here he is talking to James R. Adams, 
executive vice-president of the agency, and 
Harry J. Klinger, Pontiac president. 


Harry L. Williams, portly vp in charge of sales for American 
Colortype and Albert M. Anderson, president of Chicago Publish- 
ing Company, are numbered among the porch occupants at Biloxi, 
Miss., absorbing tall ones in addition to a wee bit of sunshine. . 

I. S. (Stick) Randall, Eastern s.m., Transcontinental & Western 
Air, who will shortly gain a new title since his responsibilities have 
been expanded to cover the continent, did his bit for Finnish relief 
recently in an unusual way. Attending an auction at which celebri- 
ties’ garments were sold, he emerged as the high bidder for Dorothy 
Lamour’s sarong, Carole Lombard’s nightie and two neckties con- 
tributed by James Cagney... 


The new prexy of Miami Jockey Club, operator of Hialeah Park 
racetrack, is John C, Clark, who is also president of Station WNBF 
and of Wylie B. Jones agency, both of Binghamton, N. Y. Long 
prominent in the equine world, Clark also owns his own stable of 
thoroughbreds. . 

Ralph Starr Butler, v.p. in charge of advertising, General Foods 
Corp., addressed the spring smoker of the NYU chapter of Alpha Delta 
Sigma, national honorary advertising fraternity. Butler is an ADS 
member. . . Another daughter of J. M. Mathes, head of the Mathes 
agency, has announced her engagement. . . 

E. Paul Hamilton, director of merchandising, Carstairs Bros. Dis- 
tilling Co., suffered no after-effects of a crack on the head he got early 
this winter. Falling on the ice, he got a concussion which didn’t prove 
very serious... 

Sam Fuson, v.p., Arthur Kudner, has been home sick for the past 
few days. . . William A. Bittel, of Kenyon & Eckhardt, will tell it to 
a preacher next fall. . . Randall M. Dubois, one of the bright young 
men at Morse International agency, is also preparing for the happy 
ae 

Ollie Lynch, adv. director, Staats-Zeitung und Herold, is recover- 
ing from a heart attack at Gotham’s Doctor’s Hospital, but he’ll be 
bedridden for several more weeks. He has held the same job for 
20 years. . . K. N. Merritt, gen’l s.m., Railway Express Agency, is back 
from a fortnight’s trip to the West Coast to address a series of 
meetings. . . 

Jam Handy Picture Service’s Ladson Butler is a friend of Finland 
as well as an amateur prestidigitator of note. A one-man show of 
his legerdemain at his home town of Garrison, N. Y., netted $1,700 
for the Finnish Relief Fund. He is a v.p. of the American Society of 
Magicians. . . 

Late Census Bulletins: Albany, N. Y. is counting on staff mem- 
bers of Radio Stations WOKO-WABY to give the city a splendid rank- 
ing in the current United States Census race. Harold E. Smith, gen- 
eral manager, and Harry L. Goldman, sales manager, both have 
donned that proud new father look in the past few days, hard on the 
heels of two other members of the staff. Copies of “Ladd’s Own 
Home-Life” are in the mails announcing that Mr. and Mrs. John W. 
Ladd (ad mgr. of U. S. Building & Loan League, Chicago) have wel- 
comed 6 pounds, 13 ounces of John W. Ladd, Jr., informally known 
as “Jack”. . 

G. Ray Schaeffer, director of publicity and promotion for Mar- 
shall Field & Co., Chicago, tore himself away from the sun-kissed 
shores of Florida for the snow-kissed shores of Lake Michigan just 
in time to preside over a meeting of the Public Relations Clinic in 
one of his company’s dining rooms. 

Glenn Snyder, manager of WLS, Chicago, was in Phoenix, fol- 
lowing a visit with his daughter, Marjorie, co-ed at the University of 
Arizona. A prominent winter resident is Burridge D. Butler, owner of 
WLS and of KOY, Phoenix, as well as the Prairie Farmer... 

Floyd Bean, whose music arranging and piano playing rank him 
as the man of the week in the current Down Beat, trade paper of the 
nation’s dance orchestras, is the brother of Ronald Bean, artist with 
Henri, Hurst & McDonald advertising agency in Chicago. . . 
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Advertising Men 
Prominent in 
Letter Awards 


Chicago, March 20.—Two adver. 
tising managers, an agency head, ; 
sales promotion manager, a circula-. 
tion manager and a woman are jp. 
cluded in the 20 executives selecteg 
by the Dartnell Corporation to re. 
ceive gold medals for writing the 
best business letters of 1939. They 
are Harold I. Reingold, advertising 
manager, Ben-Burk, Inc. New York: 
D. Remington, advertising manager 
Wisconsin Public Service Corpora. 
tion, Green Bay; Ray M. Thompson. 
Thompson Advertising Agency, 
Youngstown, O.; Charles Shaw, sales 
promotion manager, Taylor Freeze; 
Corporation, Beloit, Wis.; John H 
Reardon, circulation director, Pop- 
ular Photography, Chicago, and Vir. 
ginia Young, correspondence sup- 
ervisor, Gates Rubber Company, 
Denver. C. A. Winser, of Gates ex- 
port division, also was picked, mak- 
ing the Denver company the only 
one to boast two topnotchers. 

Thousands of letters were sub- 
mitted by business organizations in 
every field in the fourth annual 
Dartnell contest to encourage more 
adept letters. A distinguished jury 
of executives and letter experts 
picked the winners who will receive 
their awards at meetings of local 
advertising clubs. 


Achievements of Winners 


One of the winning letters rein- 
stated $120,000 worth of delinquent 
accounts; another was selected be- 
cause it was held to be a model of 
courtesy, sincerity and good writ- 
ing in correspondence between one 
executive and another; a. third 
brought $10,000 in sales from 295 
“lost” customers, while another ex- 
tracted $2,000 from a group of de- 
linquent accounts mourned as hope- 
less by the treasurer of the 
company. 

Others in the select list are as 
follows: H. Clay Jackson, vice- 
president, Southwestern Petroleum 
Company, Fort Worth, Texas; 
Robert Stone, director of sales, 
American Bandage Corporation, 
Chicago; W. E. Scanlan, correspond- 
ence editor, Oneida, Ltd., Oneida 
N. Y.; R. Douglas Foote, Direct Mail 
Service, Oklahoma City, Okla.; W.E 
Puddock, Haydn F. White & Co. 
Cleveland; Henry Dorff, L. E. Water- 
man & Co., Newark; R. E. Derby 
Pacific Coast manager, Monarch 
Marking System Company, Los An- 
geles; N. B. Bjornson, Dexter Folder 
Company, Pearl River, N. Y.; C. C 
Beall, J. A. Folger & Co., Kansas 
City; V. Ladetto, assistant sales 
manager, Continental Screw Com- 
pany, New Bedford, Mass.; Wilson 
C. Miller, Commercial Travelers 
Mutual Accident Association, Utica 
N. Y.; Emmett Below, Menasha 
Products Company, Menasha, Wis 
Walter R. Haun, division sales man- 
ager, Lion Oil Refining Company 
Memphis. 


Schedule... 
—— TEXAS' FIFTH 


AMARILLO 


NEWS and GLOBE 


National Representatives 
TEXAS DAILY PRESS LEAGUE 
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Witnesses Lash 
Trade Barriers 
as ‘Insanity’ 


Disagree on Nature 
of Remedy as Hearing 
Opens in Capital | 


Washington, D. C., March 20.— 
phrases as “Balkanization of 
America” and “economic insanity”’ 

ided this week’s hearings of the 
Temporary National Economic 


Su 


Committee, as a battery of distin- | 
suished witnesses condemned the | 
theory of state protection as one | 


more tax on the consumer, and one 
which can easily affect the entire 
country’s standards of living. Harry 
L. Hopkins, Secretary of Commerce, 
pened the study with a vigorous 
Others to testify were F. 
Eugene Melder, Clark University 
economist; Frank Bane, executive | 
Council of State Govern- 


message. 


lirector, 


ments; A. H. Martin, executive 
jirector, marketing laws survey, 
WP: ~ and Thomas Q. Beesley, 
resident, National Council of Busi- 


ss Mail Users. 

Secretary Hopkins labeled inter- 
te restrictions on trade 
ous threat to the economic life 

nd well-being of our country,” 
ile Mr. Bane referred in dispar- 
ng terms to “‘the mottled pattern 


Ae ae, 
as a 


regulations and taxes which by 
ence of uniformity cause un- | 
cessary hardships.” The vital fact 


bout legislation designed to protect 
tate’s industry is that it tends to 

t retaliatory regulations, “not 

expensive and vexatious than 
are destructive of the general 
rmony.” This phrase was used 

early in the life of this republic, he 
vinted out. 


State Power Limited 


well be, Mr. Bane said, 
of the new laws of this | 
unconstitutional, since 
he federal system confers the ex- 
plicit right to regulate, restrict or | 
mbargo interstate trade only in 
xicating liquors and _prison- | 
1ade goods. 
of these facts are gaining | 
culation, Mr. Bane said, with the 
ult that the recent tendency has 
een to repeal laws which tend to | 
etard the flow of interstate trade. | 
For instance, the Oklahoma legisla | 
ture repealed its port-of-entry law | 
nd Texas dropped the proposal to 
establish a similar system. New 


pHece 


may 
t many 


nature are 


some 


EVIDENTLY THE OUTLOOK Is A CHEERY ONE 


The Advertisers’ Club of Cincinnati heard words of optimism from B. C. Forbes, 


economic observer, at its meeting last week. 


Globe-Wernicke Company, 


vice-president of the club; Mr. 


From left to right: C. W. Hamilton, 
Forbes; Stanley A. 


| Pease McDonald, 
Newspaperman, 
Dies on West Coast 


Columbus, O., March 20.—Frank 
B. McDonald, 68, secretary of the 
St. Louis Newspaper Publishers 


Association, 
ing manager 


and a former 


patch, died in Los Angeles yester- 
day, friends here learned today. 

Mr. McDonald had been secretary 
of the St. Louis association since 
1934, when he resigned as business 
manager of the St. Louis Star- 
Times. 

He started his business career at 
the age of 17 with the Cleveland 
Press, later serving the Dayton 


Journal and Herald and other Ohio | He w 


dailies. 


[ELZEY G. BURKAM 


Dayton, O., March 18 
Burkam, retired 


Elzey G 


president of 


to be refined in Rumania was shock- 
ing to the exponents of self-suffi- 
ciency in neighboring states. There- 
fore they forbade the 
of refined oil. Rumania countered 
by prohibiting the export of crude 
oil. Therefore, the oil had to be 
refined in Rumania, 
an extent as to require further 
fining. The intermediate product, 
useless in itself, was properly known 
‘Kunstol’ or artificial oil. In the 


as 


UNDERWOOD & UNDERWOOD 


319 E. 44th ST., N. Y.C. 


241 E, ONTARIO ST., CHICAGO 


but only to such | 


re- | 
| 


a serious 
tribution of goods and services built 
| largely on advertising, both national 
importation | 


menace to economical dis 


advertis- 
of the Columbus Dis- 


the 


25 
1894, Mr. Burkam became a re- 
jreporter on the former Cincinnati 


| Commercial Gazette 


, later becoming 
managing editor of the Cincinnati 
Times-Star. Later he worked on 
the Intelligencer, Wheeling, W. Va., 
and the Columbus Dispatch. With 
the late Myron T. Herrick, former 
United States Ambassador to 
France, he acquired the two Dayton 
newspapers, assuming owner- 
ship on Mr. Herrick’s death. He 
retired from active business life five 
years ago. 


sole 


W. FRANK DUNN 

Chicago, March 19.—W. Frank 
Dunn, president and publisher of 
the old Chicago Journal from 1925 
to 1929, died yesterday at the home 
of his daughter in Monticello, I. 
years old. At the time 
of his death he was an adviser in 
the state tinance department. He 
is survived by the widow and two 
daughters. 


as 67 


| Opens Chicago Office 


Spencer W. Curtiss, Inc., Indian- 
| Apolis, has opened a branch agency 
at 333 N. Michigan avenue, Chicago, 
with William Karbach in charge. 


Ferger, ad club president and advertising director of the Cincinnati Enquirer; Burkam-Herrick Publishing Com- 
Charles R. Hook, president, American Rolling Mill Company. pany, publisher of the Dayton Jour- 
nal and Dayton Herald, died here 
| Mexico approved legislation per- | importing countries, this commodity | March 13. He was 67 years old. 
mitting the state to enter into re-| was finally transformed into the|4 8raduate of Yale University in 
ciprocal agreements allowing live-| products which could be used by 
stock growers to use their motor | consumers or industries 
vehicles in New Mexico and neigh- “One keen business man estab 
boring states by paying license fees | lished a factory in Hungary inte: 
only in their place of residence. It | mediate between Rumania and othe: 
further lowered restrictions on] oil-consuming countries where re- 
trucks bringing lumber and live-' fined Rumanian oil was ‘re-crudi- 
| stock into the state, while Arizona) fied’ in order to ship it into the 
defeated a bill to prohibit trans- | other states on even more favorable 
portation of inflammable liquids in| terms than the semi-refined ‘Kun 
motor vehicles in quantities greater st6l.’ In the light of such economic 
than 1,500 gallons. insanity, it is easy to understand 
: , : ; why these countries made little eco 
Comparison with Europe nomic progress, except toward a 
Asserting that many other states | dearly purchased self-sufficiency. It 
took similar action in defeating | 'S not difficult to appreciate the suc 
trade barrier legislation and in re- cess of the Nazi propaganda in 
pealing existing laws, Mr. Bane said Countries bordering Germany, when 
that many are displaying a new those governments adopted such 
spirit of cooperation which augurs | Measures to stifle an industry which, 
well for the future. He recom-|i!n Central Europe, depended 
|mended, however, establishment of | Completely on international free | 
!a continuing Committee on Federal- trade or collaboration.” 
State Relations to prosecute th Rhode Island's Red Milk 
attack Mr. Martin said that one of the 
Dr. Melder said that if the states most virulent forms of trade bar- 
comprising the United States were | -iers is exemplified by Rhode | 
nein gy a eee eer ee Island’s treatment of milk produced 
nave tong ago been succeeded DY | outside of that state. Such milk is 
military war. He said that the poli- | mixed with red coloring matter 
cles adopted by many of the states | Mr. Martin summarized state statute 
|in the union are identical with those provisions by selected categories as 
which underlie the European war. |; ‘iia AGRE os img 
He gave this example from abroad: wertebed og von me, vas coe 
| products, 209; oleomargarine, 245 
Rumania an Example | livestock-general foods, 138; nur- | 
'sery stock, 145; liquor, 125; use | 
“Rumania is the only central| taxes, 109: general preferences, 113 
European country with sizable oil] commercial fishing, 35; insurance 
fields. A considerable oil refining | 69: total, 1,489. 
industry thus developed in Rumania.| Mr. Beesley said that the welter | 
However, the idea of allowing oil] of conflicting state laws constitut 3 | 


Money makes the mare go, 


and retail. | 

“The tens of millions invested 
annually in advertising,” he said, | sition (and our m; wazine) vo 
“to move and sell goods interstate | S 


Let’s Putt-putt the 
Power On! 


gas and oil make the out- 


board-motor go, and buyer-interest makes your propo- 


and go and go, 


.d So why not put the power of your advertising on, 


and intrastate, are being jeopardize 

ind their effectiveness either dimin- | and putt-putt right along into the great market made 
Jrwcog hallip-sieyi dling iy: Myosesetbenset up by OL FDOORS’ 125,000 sportsmen readers and 
| advantage of local residents, prod- | their families? 
agua eer tcengy aden You'll be carried steadily and by the power of 

ee | 125,000 readers’ confidence in their favorite hobby 

compelled to reshape its method MavaZine, Ol PT DOORS. 

f sales, advertising and distribu- This confidence is built up and held not only through 
Se ee ee at expert and well known contributors, but by seven ex- 
pany lawyer is rapidly becoming a perienced department editors like Cliff Bradley, Boat 
eae e788 ps x re esse — — ing Editor, Walter Lingo, Kennel Editor. 

4 peony t ihe part in pet Hie Let the strength of reader confi- 

councils. 


dence these 


two men and the other 


Watch Us 


“Such formerly simple things a ; ; va " ; 
samples, trial offers, coupon repli five expert Ol T DOORS’ editors Grow pr 
today are complicated proceduré have built add power to your adver- F ' 
enmeshed in a web of trade bar- ; : Pres . — : = 
riers. The moment a newspaper or ising prope ler! G) OW U ith 
ee ee ee 125,000 Net Paid Guaranteed Us! 
“There has been a persistent at- $420 a Page 
tempt in the last three Congresses 
to obtain legislation designed to 
convert the Post Office into a ‘Ges- ; E Se. eon ee 
eee Out 
packages going through the mail ; ' ul C QO 6) T S 
and deliver to state tax-collecting ‘ 
authorities all names and addresse 
on package uspected to contain : on . ‘oa & : 
merchand subject to local trade- BOSTON ¢ NEW YORK e CHICAGO 
barrier taxe YY ther require- Mark W. Burlingame in Boston Rayford A. Mann in Chicago 
ment Nelson J. Peabody in New York 
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ABP Essay Contest W f A t G F In d 

in Three More Schools esiern Au 0, a ex 
Three more schools have added to | —— 

their curricula the essay contest of 

the Associated Business Papers, Hit in Newest 

which was tried out last year at the | 

University of Wisconsin. The new} 


. 
additions are the Wharton school | ] 
of the University of Pennsylvania, | omp alin $ 


80 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


of Retail Activity in 


Northwestern University and Mas- 


——— 97 gow of shige gee Washington, D. C., March 21. | | | | | | [|] | | | | | L ri | | | | | 
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ae ; ep ~;-, tinued its forays into the advertis- | T T me T rr rrr 
[Twelve cash prizes totaling $150 yamine eben’ | | | eas 
and 12 awards of Mabel Potter iD8 world this week with complaints ry | | | % a on i a TTT | 79 
Hanford’s book, “Advertising and | 4gainst General Electric Company +44 nd t+} —+—14 on on oe tt H+} tt 
Selling Through Business Publica-| and Western Auto Supply Company | | | { | | | @ ; | | 
+ ° . . — et —+ + + 7 = 2 a a anno —— - 
tions,” will be given writers of the | alleging misleading advertising, and Berean | i | } ; | | | TTI | j 
> . . . . . = -> } | 
prize-winning essays. a complaint alleging restraint of —— TI] TT ie a a TI | | TTT al 1 T 1 | ‘ 
ia) . > Leeny , lho y | | 
R ie Bi: Pm essays will De trade by American Veneer Package $$ $$ - mee + on = 
vobert J. Barbour, assistant adver- | 4 ..o¢iation bf aaa | | | |_| ia | | 
tising manager, Bakelite Corpora- ets apt t tt ttt Ht 2a Ree eee eee 
age : s ; The G-E complaint was based on | | | | Eeage 
tion; Henry Silldorff, vice-presi- . | Secu e Se +f 4 jp tt 
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land, Delaware and Ohio to promote ‘to i Mar. 19,1938 Mar. 18,1989 Mar. 16, 1940 1938 1939 Mar. 18,1939 Mar. 16,1940 | 
: Boscul coffee contest offering six and that a purchaser is likely to} Backs. 7 ; a : h , ; 
< : Si. ‘ : : , itAkron. ©) = 2.577,65 083,596 SO DUS 2.9 3.8 229,240 939.712 
cash prizes totaling $1,000 and 200 | Obtain bulbs that will not burn as} Vy. Sj 1508041 1.482.677 1506,78 1 8 1. 155,741 168,19! 
other prizes. Contestants are asked | brightly or as long as the respon-! ajroona, 1 L086. 51% 1,118,901 L1tT,77 x4 ° 108,192 108,507 
to add 25 words or less to the sen- | dent’s G-E lamps and cost more to | "Atlanta, Cia 3,077,312 3,358,040 2,980,658 2 11.2 $59,860 35,804 
tence, “I like Boscul coffee because | operate.” jaltimore, Mad 1,308,347 1,114,865 1,581,106 ‘ +6 $95,781 Werte bu i 
: The contest will also be pro- Among representations to which — leery Al; 498 300) oan a - +t 44 13.4 + 11.7 tty tH 622 A 
y > > . ‘ Po Nore te , on, ul Wei. is o,é S oslo ,o4! ~ .s d54 4,018 ‘ 
mote Ren the KYW Phil Maeinhia the FTC takes exception are these: | prjdgeport, cor 1,786,814 1,831,088 1,997,464 11.8 9.1 94,208 0,13 
or Statio ade t , ‘ . = , “be re Ny 2 7 
Con sen hitearts in Ni 7 ve = Why risk 30 per cent loss of light | "Buffalo, N. 3,195,178 $08,982 “448 , I hla h,' 
m} d ‘rtising, Ne ork, ‘e- ; paped PP aite Ny ' moO 1 \ =1'o 19 
‘ , re. co »” ta den, N. ' ‘ S41 0 } 2 71.30 124 ‘ 
has the account wh n G-E bulbs cost so little —. oe 
“Thousands of New York facto- | Cedar Rapids, ta 110,445 ’ ° . 79, 9a0 100,716 
. ‘ Charlest« Ww. Vv 2 {Xt 6,10 ' 225,827 8,276 
ie Issues Book on Radio Jobs ''°*.°"°es;, stores; homes lose 30 veyjoasgo, 1h 6 303.061 60 0 680.614 662214 
ae : per cent of light. Beware of inferior Cincinnati, o 066.220 0144 Y2W TOS 28 810 102.816 
- rhe 12th book in the series of bulbs! Buy G-E bulbs from your | Cleveland, © B,S45,947 $62,251 740,88 2.8 ‘0 74,804 $28,216 ; 
gag een a = a reliable neighborhood store. ws olumbu oO P51,967 2,649,0 J £.2 0.4 296,212 294,092 | 
es i oclie e ‘SCe 5 AASS ‘le ae TT r . matla Te Poi, Sol y 4 T17 ’ Prt t ) ’ ' +] 
7 ,’ ; Cl ae esearcn assoc! ile ss The Western Auto Supply com- | lex 1,.257,82 1,2 l pias $41, \t ‘ 2 rT 
4 Chicago, is “Occupations in Radio, lett deat t] Sieger f Davenport, Ta 1,881,028 1,741.9 1,852.71 6.4 194,852 189,112 
a . . nis s Vv : a S , s © £07 Bt - 74 - > ” 
bf covering all branches of the field plaint deais with aadverusing Of a/payton, O 2,697,690 2,612,768 2,761,454 ' i 278,880 349,048 
A saving of 20 per cent on Day Denver, Colo 1L.S804,757 1791,54 HOS.994 7 6.0 173,938 168,582 
Deluxe tires, based on the regular ties Moin: la 1,318,7 6.54 ' { 3,15 164,26 K 
7 aie ; 7 le WM eames rye | Detroit Mik > 625.138 2855 99 $o58 608 12.0 $02 582 493.768 = 
FREE xtr. your price, which the FTC asserts wa egg ig — pee metry 2 98s 508 2104624 if oi 818 of aaa 
first Order exaggerated and untrue. Erie. Pa 174 712 1.860.978 1.844.066 = ¢ 0.9 196.042 °1] 824) g \ 
Jar and Brush FREE with your first order See Mall River, Mass 619,656 HHL SOU H7150 H | » O24 72. T06 
S S Artist Rubber Cement. Nationally Fint, Mich 1,504,020 1,6 294 1,677,228 11 196,490 P 
used, 3 grades: Light, Medium, Heavy. $2.75. / Goldman Forms Company Fort Wayne, Ind » OHO, 982 2,014,98 2 14 t.! 7.0 23 ‘, 12 
rg ot ye ltr David Goldman has formed the |‘i@ry, Ind sy fiped- aint ye : 2 “~ +444 Pty 
Ss Stearate enn met ad David Goldman Company, Adver- | (rand —"s aaron be oH 14+. tt . saa 179,102 198,058 
. FaAF - F . mee e, S ‘ 1,22 956 1,22 r H40 \ 1X8 » 9286 4 7 ~ 
Ss ) RUBBER CEMENT CO. tising, with offices at 737 N. Michi- | ‘'°*"™! e A58,006 199,171 ) 
——“_ 3438 No. Halsted St.. CHICAGO, ILL. gon avenue, Chicago. | Houston, Tes IN1.674 2,56 3.685,848 14.3 10.4 336,294 417,060 
Indianapoli Ind 141,584 3,083,604 3,489,444 11.1 13.2 342,944 295.990 
Jacksonville, Fla 1,717,744 1,779,092 1,881,880 9.6 ‘ 188,314 196,882 
| Jersey Cur. M2 95,047 104,990 07,58 ” $1,950 56,94 
*Kansas City, Kat 92.84 O8,97 47,768 { 
In the | Knoxville, Tenn 2 O00, 744 2,082,470 -,085,41 O.0 iD) °37.650 248.864 I 
| Little Rock, Ark 1,816,556 1,782,494 17 a 181.46 oy Tay | 
ROCK ISLAND-MOLINE 0 Los Angeles, «ai oehase S144 38 39 if lhUfe|CCOe . 
+ Louisville, Ky 2,680,973 2,728, ¢ 2,714,08 1.2 0 277,710 308,262 i 
0 - Lynn, Mass ‘ 1,611,526 1,586,256 wie 1.4 i 7 TOURO l 
Retail Trading Area Manchester, N. H 701,328 750,878 748,144 6.7 0.4 72,076 T 
. Memphis, Tenn 2,174,368 2,245,950 726,920 25.4 21.4 242,452 
Approximately Milwaukee, Wi 3,011,712 2,959,110 254,234 3.1 10.0 25.524 
Minneapolis, Minn 2,667,613 2,661,652 498,667 t 6.1 07.030 p 
Moline-Rock Island 1,711,836 1,537,522 1,586,480 ri 2 154,742 
Nassau County, Lt. N.Y 4,660 44.846 102 O78 0.6 vt 52.354 
New Bedford, Mass 643.776 SH O82 H5O0.988 1,1 l ‘4 au Je 
jew Haven, Conn 1,792,056 1,786,862 1,907,766 6.5 §.8 175.868 Y 
New Orleans, La. 3,748,110 3,944,983 4,037,684 7.7 2.3 401,49 ( 
, New York, N. ¥ ‘ 12,366,254 11,960,043 11,727,734 5.2 —2 06.293 599 
As PROOF of the Sales Producing TONE of this Market Sea Ta Sibi aos acs oeiza = = F 1,30¢ ce 1,445,592 on 
. , rook i : 67 7 725,392 —30.9 16 9 83: 5 ‘ 
consider these pertinent comparison Facts taken from Printers’ Ink untnkin Sin 1812.00 1.888 ‘ 1.957 998 484 L237 Py omkee . 
Monthly “Market Explorations.’ Oakland, Cal 1,464,308 1,582,74 1,818,143 +24.2 + 14.9 149,173 209.060 { 
Oklahoma City, Okla 2,386,580 2,073,792 1,543,912 —35.3 —25.6 166,866 165,116 
(omaha, Neb 1,157,632 1,140,109 1,177,832 +1.7 + 3.3 156,366 131.838 1 
Peoria, Ill 2,019,208 2,107,566 2,245,997 ~11.2 + 6.6 217,203 291,098 
FOOD STORE SALES Peoria 1. css... 20uggos 407.388 2.245.887 28621203281 om 
. Phoenix, Ariz 1,608, 35 1,519,308 1,746,948 8.6 15.0 139,916 192 y 
7 . ~ » ” oe ee vm, 
U. S. Per Capita $75.00 Pittsburgh, Pa 1,373, 4,050,732 4,267,774 2.4 5.4 399,924 509,614 | 
ROCK ISLAND-MOLINE PER CAPITA $85.00 Portland, Ore : 2,195 2,524,718 90,294 1. 17.2 253,974 237,468 : 
7 P Reading, Pa 1,941,3: 1,950,609 2,113,288 8.0 s 214,746 244,160 | 
ed TOTAL RETAIL SALES Richmond, Va. ... 2418976 2,574,480 398858 oS 88 374,680 anaes ' 
me | Rochester, N. ¥ he 2,863,795 2,989,229 133,483 14 $8 318.17 247.260 
U. S. Per Capita $315.00 | Rockford, 11! , 1,483, 1,459,052 1,605,100 8.2 10.0 206.612 150.108 a 
4 Sacramento i 1,507 1,644,748 1,546,258 4.2.5 0 70.33 177 450 
ROCK ISLAND-MOLINE PER CAPITA $350.00 ies —- =—— : f 170.338 oa" 
a San Antonio, Tex 1,215,88 1,366.64 1,485,810 22.2 8.7 148,290 168,98 | 
San Diexo, Cal 495,854 2,542,752 ~,0O87,204 6.4 7 997.332 299 250 
DRUG STORE SALES Seattle, Wash [26078 2180726 BANKLTIO aor aea.0e 
: 10. South Bend, Ind 1,418,860 1,094,067 O40,004 Ht } 109.730 111.719 ' 
U. S. Per Capita $10.00 Spokane, Was! 1,481,312 1,424,038 298,920 2 8.8 130.228 145,824 . 
ROCK ISLAND- MOLINE PER CAPITA $16.00 ft Lou Vio , 667.750 ’ 2 300 ' 67 . ? 102 7 $44.2 ; 
St. Paul, Minn 2,462,707 2,.031,¢ ‘ ' " 6.908 e724 94 t 
NEW & USED CAR SALES Syracuse, N. $21,947 159,01 74,808 67 12.374 Ttety 
Tacoma Wash 1,182,846 1,211,728 O84 14.4 11.7 122,598 142,808 . 
U. S. Per Capita $34.00 Tampa, Fla 271,396 1,358,630 634,108 28 0 156.898 183.022 } 
ROCK ISLAND-MOLINE PER CAPITA $40.00 roronto, Ont., ¢ 76,000 146,47 Tent 
rroy N ‘ 696,136 THO048 ‘ sae 14 47 SO.48% 14.486 : 
Tul Okia 1,835,142 797,852 $60,154 ' a 175.266 27.094 
Wa I or a a 6.747.64 6.7% 3 6,92 0 > ar 720. =< “nD : 
, . Youngstowt! 0 l 105 ' Zt ' ; $7 ; ' 
Dig Into this PAY DIRT with your Linage via the Argus—Dis- 
patch 9 out of 10 Home Coverage in Rock Island County— Total 187,642,062 186,167,421 191,167.13 ' 2 19,718,048 21,910.93 
T PLICATION —Tr = ‘ - -6 : 
WITHOUT DUPLIC Oo l Akron Times-Press discontinued Aug. 28, 1838 S Spokane Press discontinued March 18. 192% 
Lait ge of Daily American now combined wit ' St. Pavl Daily News discontinued April 30 
Ite ra 1) San Diego Sun suspended publication Nov 
Buffal Time liscor nued Aug 1939 l Atlanta Georgian and Sunday Americar 
A MEMBER OF ILLINOIS DAILY NEWSPAPER MARKETS { Chicago Herald & Exa er discontinued Auz enahee ig te ida) ica 7 
1939 12 Linage of Syracuse Journal, now combir 
Milwau » News d ied Jan. 14, 1939 Herald, eliminated from 1938 and 1929 tota 
‘ (iklia News d ed Feb. 24, 1929 Minneapolis Star and Journal merged Aug 
New I es dis tinued Dec. 28, 1938 "Figur deducted from total 
IN ILLINOIS —" 
OUTSIDE . . » 
Keep Auto License Peach Keefe Joins MBS B&B Adds Daniels 
A plague of wise-cracks and criti- Howard Keefe, formeriy Western; Leslie N. Daniels, Jr., for t! 
cisms of the peach on Georgia auto | representative of American Maga- |six years with Blackett-Sample- 
license plates has resulted in the | zine, has joined the Chicago sales | Hummert,. Chicago, has joined Be! 


ordering of 1941 license plates with 


Nat'l. Rep. The Allen-Klapp-Frazier Co. bigger and brighter peach 


New York Chicago Detroit 


department of the Mutual Broad-/| ton & Bowles, New York. as a 
‘casting System commercial writer. 
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Advertisers Are FOR EARLY BIROS Roto Gets Call 
Ady Changing Ads for Champi 
. Y 
or alr ’ 4 
— Unange eek 
New Twi P 
ew Twists to Add Al- AINT SCREENS TODAY Detroit, March 21.—Extensive u 
—Take a Heli “ee epee oe cer sive ust 
lure to New York Expo- eee Se. ap of rotogravure will feature the an- 
He ww. ae eae department are as follows: iti Be an early bird! Use nual “Change Week” of Champion 
elp Wanted,” “Positions Wanted,” “Repr ' these dull winter days tc spark : 
ee eee eee Ee Goa’ a tet ken ees sITIONn Rese ty sep Spark Plug Company this year 
with orde: . : cnarge 9 re A little time now and M. C. Dewitt, vice-president C- 
or classifics ons sing! y , , ve have them finished ‘ ; 
¢ > poe a ification (single insert rates) i 6° 7 New York, March 20 With the  abae duane vate ealed today 
1940 reopening of the New Yor! Spring Vou have more The campaign will get under wav 
" , . > ie adie time ay for fun ~ ; ae e " . 
HELP WANTED | eatin | World's Fair less than two months gis: thn eitlaliantion of April 7, When the first of a series 
‘AGO ADVERTISING AGENCY 0 ge IONS WANTED away, advertisers sponsoring com- having the job done of five advertisements will appear 
opportanty €@ necoult exect- ee » om rr 4p hair oF fix your | mercial exhibits are spending an et Owe Speviet Bach Bird ont—atfere in Sunday roto sections. First ad- 
who cal leve a : wis 9 x ) 11s ad want ti ; : ae >} 4 ri | age ; " : x na : ; iq 
Heb Write gt Seer eames | ; = use of my _ special training , | estimate d $5,000,000 in refurbishing Mase M A.B Screen Ename! anc re ertisements will be 225 lines, with 
‘ ast AX pe- an or nce a ie P 3 re w t » oO 7 _— . 
Sona’ dammene l sy Bd: ten for )and maintaining their displays in penery See 29% the size increased to 600 lines on 
O76 “repre al _ ‘ " ble « azines anc rade jour- " e " : — ‘8 a .- 2 " 
x 2076, ADVERTISING AGE, Chgo — and have two university degrees |} preparation for the beginning of the many 6, the official starting date otf 
PHOTOGRAPHY pe gsr eS, ntact oe ree years | Second season on May 11 the spring merchandising drive 
— — = " S . 2 , employ A e 7 ‘ ity 
PHOTO-STYMIED? F. P. G. Supplies | Box 2077 ADVERTISING AGE. Cheo The fair corporation itself is In addition to the rotogravut 
re victure at rig ime “jg : , nee ; wer ‘ : : 
“the ee Sees Ot Sees BUSINESS OPPORTUNITIES | spending an additional $3,000,000 in insertions, and extensive campaign 
Free-lance Photographers Guild } construction and alterations. A in national magazines, auto trade 
219 ast eset Eovest, N.7 Cc number of fair-owned buildings are and farm papers will bolster the 
we being completely remodeled. Thx drive. Special two-color advertise- 
POSITIONS WANTE xpe ae “ak " ments w ; “ aes 
S 2 =a 7 — Old established tirm in the theld of | expenditure estimates for both the Take Home or Order ents wil ~ = in| American 
ADVE pede ye of - EK SALESMAN | sales promotion and advertising w ants |eXhibitors and the exposition were M. A. B. SPEED-GLO COLOR ENAMEL Magazine, Collier's, Liberty, Life 
periences é vide acquaintance, | @ man With sound « wcities . ae 7 . é | - > . - D A 
Eastern re presentation of lead- experience to } ae ages wr aaa made by J P Mc Inerney, superin- ee we — ~ —* sir J 
re iblication, ymmissio winglets ; az ales Gcepart- ; y 7 Aioncs # ; science i! The P , 
+> 2060 ADVERTISING. - oe =; ‘ i re more member and - “¢ nt of building construction for Paint in Winter and play in Summer! Refin na ence oe The Saturday 
’ EVE ISENG ACil, 2 . | Share 1 profits and growth of com 1e fair. ish p oh anion aii or" ; rening Post an "im 
Advertising salesman; 4 yeurs’ copy) pany Reasonable investme nal a “s | I oe be ‘ ¢ and summer ( ‘ 
ef Chilton Co., 4 years’ adve rtising | Cure Substantial interest in company A round-up of major fair exhibi- | coat covers—no brush aa " poe agree Extensive Farm List 
: McGraw-Hill; midwest territory; ‘ an fio agen set up to safeguard | tors here this week indicated that | colora Fast drying Anyone can apply i nf 
! susiness. manager financial | ("Vvestment and permit holdings to n Fart apers » sche 
ition; age 34 married sp - bee increased fron veut t. vane the commerck i] sides of the { xposi- | ee $1.00 quart } i y Spector : nar the sche dule in 
Box 2078, ADVERTISING AGE, Cheo Ls rr ply re age expe rienee ete.| tion will be considerably changed isi tiitoie aie Pee S ( ig" s Farmer, Country 
. Ox 2OS0 s G AG Pas : » entlem ‘ar " . "a » 
a ee eee by the AGE, ¢ from last season Practically every | Om? nents ee nde and Ranch, Farm 
icag classifies : s : , . d ’ “armer’s Wife ‘ie 
perience, desires change with re major exhibitor at Flushing in 1939 ms BRUDER. som) om mes armer's Wie, Pacific 
rtunity for advancement Enthu will be back thi eal + r) . Rural Press, Progressive Farmer, 
porate ee 7 et tte sts 8 Adve whose 1940 exhibit aba It ~v per: 3 Southern Agriculturist, Southern 
iraduate June, 135 Medill — : = wird oe nip - oe oS . . > 
of Journalisn Northwe He a _ MISCELLANEOUS are being altered include the follow The Right Stari for a Geod Fintsh Planter. and Successful F arming 
ree Marrie ai ell your Promotional 8 j . P an FONO 6 COONTS GUE -ivegee 02 1197 An SOUTH SMREE Wome oom i ‘Ik e ila 
or P aan tb aia t m 9 lustrations! No « =e! sit on, wer ae ng General Motors Corporation penes onan & he — ~~ Se atverieng, retatt 
i i o Ves oO oy he gece 4 - “ ve pre - 3 as . a « , Ane ; 
; a “4 ane Washington py Ag Bae } sn x11" » Ford Motor Company, Chrysler Cor- pl ; —“~ Shag te moa ~ special di 
I t n vublicity mir . ey Stoxl » $2.6 . ES oe nn MaAlVsS, ImMnaow S } 
‘ ferences, Fri: “4 ded High Additional 100's 22 poration, Firestone Tire & Rubber , _— paTCS a 
rank Archer, 238 | q . ‘ ~ Cc > “ . other point -of -p | ‘ 
Erie St.. Chicago Quanti v runs lower still, <A “na ompany, B. F. Goodrich Company, ” nied purchase matet ial 
Representation by lthograph sales- Reprints Cole, aie os Pie-charts, Gas Exhibits, Inc., Petroleum Indus- | ¢ f this ki vhich is considerably more elabo- 
20 doll ee with first class | Request free instruc tive inant ; 1, tries, Ine Carrie) Corporatior > ay : Be is kind, attempting to hasten rate than that which has been sup- 
eer process display and poster | Metropolitan N. Y. are; Manu - art ration, e painting season and elim ' lied os 
, o : area ask for Westinghouse Elec 7 . : ' c iminate a dull | plied in previous year: 
3 : 7 ADVERTISING es resentative WAlker 05°8 soe ; yaa El ( u ic & Mfg Com business period is reported doing a “Change Week” wy ‘ : 2 
; 2R : (3; AGE, N. ¥ Laurel Process, 480 Canal St.. VN.V.C. pany, | S. Steel Corporation, Gen good job for td. A. Grader & Sone. Palle Pe g < ‘a inaugurated 
| 1 . . ‘ M 4 ) 
eral Electric Company and Coty dolphia John Falkner Arndt & Co. is » Me “ ago Rong Champion as a 
Inc : ' eminder to the automotive trade 
Walker Repeats Four A’s Progra the agency. and motorist of the bene fits ger 
m Motors Le; *arade changing 
Poster +e Contest : ead Parade Ne PE Te ye : hanging hy ona plugs each 10,000 
ty General en) on , ' on display ha miles or at the outse i ’ i 
Walker : Co., Detroit, is expand- ( ‘ommittee Led rt ne ral Motor whose Futu-| been doubled pea} ing , Pr 1 : et of a new tou! 
ng the 1939 poster art contest for | , rama” extravaganza was the a Coty j ison. Each year the campaign 
high school students. This year, by ( sunningham knowledged “hit” of the 1939 fair.| doll . pending several thousand | has been marked by increasing vol- 
51 prizes, aggregating $645, will | s working out a new ar! cai deadanianh oe in revising its exhibit Ani ume, it is explained, although the 
be awarded. The other principal | New York, March 20.—J. P. Cun-| by which it expects to be able ti wer" of displays on cosmetics and sale of spark plugs is fairly steady 
change Is the classification of | ningham, vice-president of Newell-| handle crowds with greate : perfumes will be an important addi 
udents into comprehensive high| Emmett Company, ha been ap Ford ylar h greater speed. | tion Included in the exhibit will 
‘ l, technical high school, and] pointed chairman of the commit “ .| chang : r — mp lee: | be a demonstration of a new proces 
ntermediate school. sa. aanaiea tn ommiuttec anges at its pavilion, and $500,000 | of lipstick fabrication 
sas . on convention rogi . » va) nde ‘ 7 : ? 
i Any product manufactured in the | convent / program for the 1940 is been budgeted for the job. Most 
“ate States which has ever been nvention of the American As-| pr tentious of the additions will be 
dvertised in any medium may | sociation of Advertising Agencies, t theater with ° 
j an} ) ma e ig Ag ies, to { ater with a evolving stage to} h P 
= al the a for a_ poster. ue held at the Waldorf-Astoria here | make presentations visible to the | ain rogram 
ihe contest closes April 17, 1940 Mav 16-17 ‘ntir : 
od y as . ; entire audience. Entertainme 1S j 
ons Other members of the ce ’ for th t} ter ee ae °o ocally in 
° Fd iB - the committe w the theater has not been dis- | 
s . jare: dwar : < exe — . ’ al 
Price Joins Kimball patel 1 Barnes, executive vice- | closed 15-Minut . 
—— " president, Young & Rubicam: Stan- Chrysler plans to spend | { e er1o S 
a Price, formerly with|ford Briggs, vice-president, M $400.000 in re ie] pyres . 
Johns-Manville Corporation, New| Cann-Erickson: At ‘ ‘Bruhn | of 6 in remodeling, and a crew Chicago, March 20.—-Active pro 
York ae : Se P ~ a ‘= hs 4 fus * } ol ./ os f ; 
York, has joined Abbott Kimball | yweCann-Fric! a Bruhn, of 60 workmen is performing the |™Motion of a plan by which affiliated 
ye 2 e a l1-Ericks Pe f . . j _ A i 
Company, New York. lames TI : “wr os Angele task. Extra lounge facilities are | Stations may offer local advertise: 
< ra iomas llrurg rc > , ‘ « ’ . op . ‘ : 
Seca ema Po ea pre ident being nstalled in the “Frozen For-/|@ live talent show at nominal cost 
Je Ss as “oO Y ‘ »< 
nell “y - ururg Company, | est, and a new streamlined arcade| Was launched this morning when 
90S i oa: > ering -_ re . : P . ° “ vee 
ia © n Dugdale, Vice-presi- | 1 being built at the main entrance | Sidney N. Strotz, vice-president of 
B Iti ae: oe oe = to facilitate incoming traffic National Broadcasting Company 
altimore: nr Selkehar . +. ini: > any, | 
1 mage gvren Eckhardt, chair- A miniature zoo will be a new /|0utlined the innovation to agency 
m: ’ r fanvan £ a) Pex - * ‘ “S . 
gy e board, Kenyon & Fx feature of the Firestone show An|men, radio epresentatives ind 
lar¢ le ‘ ‘ gnlitg : 
4] [HOS EI lephant, leopard, hippopotamus }others at a breakfast following the 
| ZAISO « . vice-president nake monkeys h ani , . wre 
A IMPOSING group of successful | Arthur Kudner: Henry T Ewa! 1 | indigenous t ‘ I Reve "a rye 5 a onege ee eee 
; : swald ge 0 Liberia, est Africa as ub,’ one-hout , 
advertis .. pre , . 1] - Ew : stan os our, six-day 
| a eat tite rag Dat : ——e% - rene Con where the company gets much of its | Musical program 
ucky number. It enables you to use “ “id rol R. Feland, vice raw materials, will be included The “Breakfast Club long an 
presiaen anc treasurer 3 nN M ‘ich will ; ' . ‘ rs 
@ service consisting of ad-setting, en- Barton Dursti . roe oor ee vill add five new ani-|NBC sustaining program, is being 
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Prognostications 
of Krueger Have 
Boys Tearing Hair 


New York, March 21.—One of 
these days the Federal Trade Com- 
mission may find before it a peti- 
tion charging unfair competition, 
submitted by the “smart money 
boys” who make a living by cover- 
ing bets on anything from the 
duration of the European war to the 


pennant chances of the Brooklyn 
Dodgers. 

The culprit will be G. Kruege1 
Brewing Company, whose current 


advertising campaign in metropoli- 
tan New York newspapers is attract- 
ing widespread interest in sporting 
circles and adding more and more 
gray hairs to the wiseacres’ noble 
domes. The volume of grayness 
will undoubtedly multiply tomor- 
row night if Johnny Paychek 
fuses to cave in under Joe Louis’ 
triphammer blows in their Madison | 
Square Garden bout. 


re- 


Previous Successes 


Spirited on by a batting average 
of 1,000 per cent, Krueger today fea- 
tured the prediction that the bout! 
will go at least eight rounds and 
may even go the limit “with Louis 
taking the decision. Paychek, much 


underrated, will put up a great’ Skudder Car Maker 


fight.” 

Krueger’s previous prognosticat- 
ing successes were three in number: 
the Feb. 25 hockey game between 
the New York Rangers and the Ca- 
nadiens; the Widener Handicap, 


won by Many Stings; and the open- | 


ing match in the Stanley Cup series, 
the Rangers having drubbed the 
champion Boston Bruins. All pre- 


| 
| 


| 
| 
| 
| 


dictions are released as the ““K-Man | 


consensus of prominent sports au- 
thorities.” The identities of the 
experts are carefully concealed. 

The Krueger campaign, directed 
by Warwick & Legler, will continue 
regardless of the outcome of the lat- 
est forecast, tying in with outstand- 
ing sports events. 
this area, the idea recalls a one-time 
shot sponsored last December by a 
Milwaukee Buick dealer who pre- 
dicted a day in advance the outcome 
of the New York Giants-Green Bay 
Packers football game. The Packers 
won 27 to 0. 


‘Names Agency 


The Budke Stamping Company, 
branch of the Canonsburg Iron 


| Works, Canonsburg, Pa., maker of 


feeding batteries for poultry, has 
named Campbell-Sanford Advertis- 
ing Company, Cleveland, to handle 
its advertising. Poultry papers will 
be used. 


Although new in| 


| appeared 


in Comeback 


The Janesville Products Mfg. | 
Company, maker of children’s 
“Skudder” cars, coaster wagons, | 


handears and other vehicles, want | 
went out of business eight years ago | 
in Janesville, Wis., has been reor- | 
ganized and is operating again in| 
Chicago where the company orig- 
inally was founded in 1914. John 
V. Morse is president; John K. 
Saunders, secretary; Max Thomsen, 
sales manager, and Andrew Benson, 
original designer of the Skudder 
car, is in charge of factory opera- 
tion. 

Announcement of the comeback 
is being made with page space in 
business papers and direct mail 
material. A consumer campaign in 
national magazines is planned. Mal- | 
colm-Howard Advertising Agency, | 
Chicago, has the account, with 
Arthur Holland account execu- 
tive. 


M. 


“Flavor” Candy Copy 

Latest thing in the trend of mix- 
ing atmosphere with ink is flavored 
advertising. A  half-page in the 
St. Louis Globe-Democrat on March 
19 featuring Herz candy for Easter 
in green, a peppermint 
flavor and scent mixed with the ink. 
Above the advertisement appeared 
a box caption, reading ‘‘Yes, you’re 
right ... you do smell peppermint. 
This Herz candy advertisement is 
nerfumed with it.” 


For Salesmen Who Are “Coasting”... 
An Inspiring, 


Helpful Book 


SOME OF RUSS HILL'S 
GOLDEN MESSAGES 


TODAY'S JOB 
TOO BUSY 
CLIMB 
YOURSELF 
INDEPENDENCE 
HOW BIG? 
IGNORANCE 
RESULTS 
PEOPLE WHO WAIT 
THE POWER INSIDE 
RED PANTS 
HOW GOOD ARE YOU? 
PATHS TO THE HEIGHTS 
A WRESTLER 
OUT FRONT 
SUCCESS TESTS 
KEEP DIGGING 
LITTLE SQUALLS 
THE NEXT DAY 
NEW FIELDS 
LURE OF CONTEST 
MEASURE UP 
LEADER OR BOSS 


and here are some of the 
famous people these golden 
messages are built around 


General Pershing The Vanderbilts 


Jim Londos George M. Cohan 
Hazel Hurst Garibaldi 
Napoleon Orville Wright 
Conan Doyle Henry Ford 


Melvin Traylor 
Benjamin Franklin 


Bobbie Jones 
Sir Francis Drake 


Calvin Coolidge Michelangelo 
100 Pages—Large Easy to 
Read Type. 6x9 Inches. 


Bound in Gold Cloth 


Mr. Salesman! Are you on 
your toes, fighting for every 
order, convinced that you can- 
not fail? Or have you lost that 
vital spark of enthusiasm, pep 
and inspiration that makes the 
difference between real selling 
ability and mediocrity? 


If you are not getting every 
order you should, let Colonel T. 
Russ Hill, one of America’s 
greatest salesmen, help you. 
He can renew your faith in 
yourself, and give you new con- 
fidence and self-assurance, with 
his Gold Book for salesmen .. . 
“PRESS ON.” 


Colonel Hill has climbed 
every rung of the sales ladder 
—from cub salesman to branch 
manager, from branch manager 
to division manager, from divi- 
sion manager to general man- 
ager. And now he is president 
of Rexair, Inc., Detroit. 


Out of such a rich experi- 
ence it is only natural that a 
man like Colonel Hill should de- 
velop a golden _ philosophy. 
That philosophy can best be 
summed up in two _ words: 
“Press On.” He believes that 


most of us spend too much time 
worrying about things that 
never happen; too much time 
feeling sorry for ourselves; too 
much time getting ready to do 
the things we should have done 
yesterday. He believes, and 
he has proved it time after 
time, that the battle of life is 
half won when we make up our 
minds what we want to do and 
then press on and do it! It is 
a philosophy of ACTION! 


Colonel Hill's Monday Mes- 
sages are eagerly read by 
every Rexair salesman. Now 
for the first time. the best of 
these messages which show his 
philosophy of sales success in 


| Like 


j art 
| copywriter, 


Nielsen Gets 
No. 1 Award of 
Chicago Club 


(Continued from Page 1) 
Other awards were as follows: 
Best campaign produced in 
Chicago during 1939—Toastmaster 
Products. Special acknowledgment 
to Erwin, Wasey & Co., C. S. Lewis, 
who wrote the copy, and to Rex 
Parkin, who did the layout. 

Best national newspaper 
paign—Standard Oil Company of 
Indiana for the campaign, “Just 
That!” Acknowledgment to 
McCann-Erickson, Inc., H. G. Smith, 
account executive; John H. Jame- 
son, copy chief; Sidney A. Wells, 
director; George 
and Valentino 
photographer. 

Best piece of copy—American Air- 


Sarra, 


lines for “Here I am — the fellow | 


who said he would never fly.”” Spe- 
cial acknowledgment to Ruthrauff 
& Ryan and Larry Triggs, 
wrote the copy. 


ment—Toastmaster Products for the 
advertisement, “Santa Has 
Answer.” Acknowledgment to Er- 
win, Wasey & Co., C. S. Lewis for 
copy and Rex Parkin for layout. 


Most distinguished illustration 
Ben Stohl, for his painting in 
the Cutler-Hammer advertisement, 


“Sugar Sets a Swift Pace,” prepared 
by the Kirkgasser-Drew Company. 
Most effective photograph—John 
Paul Pennebaker, of Underwood & 
Underwood, for his illustration in 
the Northwestern Mutual Life In- 
surance Company advertisement, 
“How to Free Your Widow from 
Investment Worries.” The Buchen 
Company was the agency. 

Best outdoor advertisement— 
William Miller and General Out- 
door Advertising Company for the 
creativeness and effective illustra- 
tion in the Rival dog food poster, 
“And Please Give Us Rival Dog 
Food.” 


IHC Gets Recognition 


A special award was made to 
International Harvester Company 
in the national magazine division 


for consistency of insertion and the 
quality of production evidenced by 
the International Truck campaign 
prepared by Aubrey, Moore & Wal- 


lace. Special acknowledgment is 
given to William L. Ninabuck, of 
IHC. 

Most effective retail advertise- 


ment—Carson, Pirie, Scott & Co. for 
the advertisement, “‘Fall’s Most Sig- 
nificant Colors.” 


action are available to all sales- | 
men through this new book— 
the Gold Book of Selling. Beau- | 
tifully bound in gold and at-. 
tractively designed, this book | 
contains the famous essay, 
Press On! and 75 other sales 
messages. 


to Miss Muriel McClure for copy 
and to Crafton Studios for art and 
layout. 

Most outstanding retail campaign 

Marshall Field & Co. for its 
Christmas campaign. Acknowledg- 
ment to Gudrun Alcock, art direc- 
tor: Dale Fisher, Kathryn Rowell 
and Winifred Wise, copywriters. 

Zest direct mail campaign—Ab- 
bott Laboratories. Acknowledgment 
ito Charles Downs, advertising and 


Get this inspirational book | .:}o; promotion manager of Abbott 


for yourself and for your sales 
staff. Get a new outlook on 
life. Renew your pep and en- 
thusiasm. Send back the cou- 
pon now. 


| ' 

° ° | 
ADVERTISING AGE, 100 E. Ohio St., Chicago | 
| | 
1 Send me postpaid copies of PRESS ON, Colonel T. Russ ! 
; Hill's fighting book for salesmen. I enclose $ in full pay- | 
| ment. (Single copies $1.50; in lots of 12, $1.30 each). 
| ! 
| Name I 
| | 
| I 
Address 
| 
City & State { 
' ! 


| Laboratories; Bert Ray, art direc- 
tor: Dale Nichols, Weimer Pursell, 
|Gyorgy Kepes, Julio de Diego and 
others who assisted with the pro- 
duction. 

Special award for consistency and 


effective presentation—R. R. Don- 
nelley & Sons Company for cam- 
paign developed around material 
prepared for and used by clients 


Acknowledgment to Earle Mulliken, 
Norman Christiansen, Walter Howe 


and Douglas Lang 


Most outstanding mail order ad- | 
Roebuck & Co. 
“Colo1 Perfect Wall- 


vertisement—Sears, 


for its catalog, 


paper.” Acknowledgment to L. M. 
3eals. 
Johnson Program Cited 
Best radio program—S. C. John- 
son & Son, Inc.. for “Fibber McGee 
and Molly.” (Although this pro- 
gram has since moved to the West 


Coast, it was written. created and | 
produced in Chicago during most of | 


cam- | 


who | 
Best national magazine advertise- | 


the | 


Acknowledgment | 


March 25, 


& Son, Inc., Racine, Wis., and ;, 
Needham, Louis & Brorby, Chicag; 
agency, for the production of 
| program. 

| Elon G. Borton, of LaSalle Extep. 
| sion University, and president of t), 
|CFAC, presided at the awarg 
| luncheon. Mr. Richer, who presenteg 
the trophies to the winning cop. 
testants, was assisted in the judging 
by the following committee: . 
| Walther Buchen, president, 
Buchen Company; Leo Burnet. 
| president, Leo Burnett Compan: 
_ Emmons Carlson, National Broad. 
| casting Company; G. D. Crain, Jr. 
| publisher, ADVERTISING AGE; John 
|Gibson, Western Electric Company: 
_M. B. Herbert, Celotex Corporation: 


+) 
Mig 


L. E. Meyer, International Ce})}y-. 
|cotton Products Company; Leo Ne. 
jelski, Pepsodent Company; Freq 


Williams, Carson, Pirie, Scott & Cy 
Don McKiernan, George F. McKier- 
nan & Co.; W. L. Stensgaard, W. [, 
Stensgaard & Associates. 


Dunscomb, | 


Link Coffee Campaign 
with Other Foods 

The most effective way to adver- 
tise coffee is through the medium 
of allying coffee with other foods, 


according to Edward Menadier, 
3ennett, Walther and Menadier 
Inc., Boston agency, who has re- 


cently completed a survey of coffee 
advertising methods in connection 
with the 1940 spring campaign of 
Autocrat Coffee of Brownell and 
Field, Inc., Providence, R. I. 

The campaign is running cur- 
rently in Fall River Herald News, 
“New Bedford Standard-Times-Mer- 
cury, Pawtucket Times and Provi- 
dence Bulletin. Counter cards 
are being used. 


Ewald Joins Porcelain 
Enamel Institute Staff 


Harry Ewald, formerly sales man- 
jager of the range division of Lan- 
}ders, Frary & Clark, New Britain, 
|Conn., has joined the regular staff 
lof the Porcelain Enamel Institute, 
|Chicago, as director of merchandis- 
ing. A three to five year campaign, 
now under way, incorporates busi- 
ness paper advertising, market 
| analysis and display assistance 
Reincke-Ellis-Younggreen & Finn 
will direct the advertising and pre- 
| pare presentation and demonstration 
|material to support the campaign. 
| Davee, Koehnlein & Keating, sales 
|analysts, are in charge of the mar- 
ket analysis work. 


General Broadcasting 
Buys Tri-State 


General Broadcasting System, De- 


|troit, has acquired the Tri-State 
Motion Pictures Company, Cleve- 
|land, producers of industrial and 


commercial motion pictures. 
| Donald C. Jones, president of thi 
|General Broadcasting System, 


as° 


| : . 
;}sumes the office of president and 
|} general manager of the new com- 
pany. In Cleveland, the compan) 


General 


Pictures, 


hereafter will operate as 
Broadcasting & Motion 
Inc. 


To Marschalk & Pratt 


Wehle Brewing Company, Ne\ 
Haven, Conn., has appointed Ma! 
schalk & Pratt, New York, to dir¢ 
promotion of its ale and beer. News- 
papers and outdoor posters will b 
used. 
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| DISPLAY IDEAS 
jBY CRYSTAL 


COMPLETE SERVICE 


UNDER ONE ROOF 
if COUNSEL + DESIGN - FABRICAT 


CRYSTAL MFG. CO. 


1939). Special acknowledgment is 
ae on tititean 3h Camenaiie CHICAGO + NEW TORK 
given to William N. Connolly, ad- MS : es oie ® 
_ - ' 1725 Diversey 7 East 42nd 
vertising manager of S. C. Johnson } 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


TAKE HONORS IN CHICAGO COMPETITION 


How to free your widow 
from investment worries 


Wasi Mastin 


J for NAREACANSIT! BREWERY by RORERT LAWSON 1 


Narragansett Brewing Company, Cranston, R. |., got tired of the conventional 
bock goat, and turned up this year with this attractive poster from the accom 
plished hand of Robert Lawson. 


FOR DRUG AND DEPARTMENT STORES 


l, 
t 
t 
n 
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1. Vy 
|-wnw STANDARD @ RED CROWN 
% GET THIS SPECIAL WEMTER GCASCLIME FEOM YOUR STANDARD OF) BEALTS 
Sugar sets a swift pace 
( 
d 
‘. es lal L/ in bbl ee 
d 
a Fi Marvin Ellis Company, New York, created this de luxe display for Helena 
s Rubinstein which is destined for drug and department store windows 
ENVELOPES FURNISH DISPLAY MATERIAL 
vicrots BECOKF . 
4 CUTLER: HAMMER 
I fae HOTOP CONTROL sa 
! 
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Some of the work which won awards in the competition of Chicago Federated Advertising Club, winners of which were 
snnounced last week. Down the line at left are: layout of Toastmaster advertisements, judged the best Chicago-produced 
ta gn of 1939: one of the pieces that took the “best direct mail cempaign honors for Abbott Laboratories; a series cuts 
o” Newspaper pages run during the Christmas season by Marshall Field & Co., which was adjudged the most outstanding _ 
Ying campaign of the year: wall paper piece for Sears, Roebuck, called most outstanding mail order advertisement; and 
e best piece of copy prepared for American Airlines by Larry Triggs of Ruthrauff & Ryan. At right, top to 
' gra are: the most effective illustration, by John Paul Pennebaker of Underwood & Underwood for Northwestern Mutua! 
1 “'"e Insurance Company: one of the Standard Oi! of Indiana advertisements adjudged the “best national newspaver cam- 
! Paign ; the most distinguished illustration, produced by Ber Stoh! for Cutler-Hammer, and the best outdoor advertise- 
' ment. produced by William Miller and General Outdoor Advertising Company for Rival dog food. Other awards, not . 
illustrated here. went to International Harvester Company in the magazine division for consistency of insertion and 
me quality of production evidenced by the International truck campaign prepared by Aubrey, Moore & Wallace; to . 
<*rton, Pirie, Scott & Co. for the most effective retail advertisement, featuring fall colors: to R. R. Donnelley & Sons ade 
~ompany for consistency and effective presentation in a mail campaign developed around material prepared for and Unique feature of this window display is that it includes only the RCA Victor 
“8ec by clients: end to S. C. Johnson & Son William N. Connolly advertising manager, and Needhem, Louis & Brorby Pinocchio elbum and the records thet comprise it. The colorful pictures are the 
its egency, for the best radio proc-em—Fibber McGee and Molly ectue! envelopes which hold the records in the album 
uit > 
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But Many Baskets. 
Showing how changing condi- CROPS 16.74%, 
tions now make the Dallas- 8| 3 
Texas market one of the most 
safely diversified — as well as 
one of the most consistently 
prosperous — in the world. 
| 
| 


e chart shows distribution of income from all industrial pro- 
luetion of Texas (crop growing, livestock raising, mining, manu- 
jacturing and miscellaneous) during the year 1939. All figures are 
preliminary government estimates. ‘The figure given for manu- 
‘acturing is net value only—that is, value added by manufacture. 


Total income, illustrated by chart: $1,880,000,000 (billions) 


America has agricultural regions—industrial regions—regions of rich FACTS 
minerals and mines. In few regions are a// these wealth-sources com- About this Market 


bined in anything like even measure—but they are in Texas. 
The Dallas market area is easily the 
‘ > e 3 No. 1 market of the State—“Texas’ 
And particularly in the state’s No. 1 Market—the Dallas area. Major Market.” First in population— 
. first in buying-power. 


This northeast section of Texas is rich in farming. It is one of the world’s tte silll one ad ten cane bent cotton 

° ° ‘ ‘ . ° ‘ arowing arcas—but cotton-income is a 
greatest oil producing areas. It isan industrial region of no mean im- small percentage of the huge total now. 
portance. Its per family income ranks fourth or fifth among American Manufacturing in the Dallas area is 


huge factor and is steadily growing. 


markets year after year. 


One-tenth of Texas’ area — the Dallas 

. - P J ‘ market—contains one-fourth of its popu- 
You don’t have to wait for good crops—or for anything else—to sell to lation and wealth. 

readers of ‘The Dallas News. Advertising in this powerful daily a/ways The world’s largest ofl field le in the 


Dallas market-area. 


finds money moving freely store-ward. 


fotal income ts actually more diversified 
n the Dallas arca than in the state as a 
whole. 


Sell the readers of The News and ei ti, ee 
you have sold the Dallas Market eaten 9 Begg = 


buying-power and income per family. 


THE DALLAS MORNING NEws 


Member BASIC NEWSPAPER GROUP, Inc. John B. Woodward, Inc., Representatives 


Affiliates: Radio Station WFAA (50,000 Watts) + The Semi-Weekly 
Farm News ¢3 The Texas Almanac and State Industrial Guide 
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